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Health programs in Utah's curriculum focus mainly on the after effects of media's 
influence-eating disorders, low self-esteem and other destructive teenage behavior-
and no one puts the correct amount of blame on television or the advertisements that 
promote buying to be beautiful. However, studies have found a strong correlation in 
teens between media consumption and negative behaviors. Teens are, after all, a main 
target for over $30 million ad dollars every year . Utah has curriculum in place for media 
literacy, but it is scattered throughout multiple subjects and is never rightly treated as its 
own. Because of this , we propose protecting our teens in public schools through 
empowerment. We propose that the curriculum is developed to teach teenagers how to 
dissec t the 3,000 advertisements they see every day . Just as our students need to be 
literate in reading and math to function in the world around them , in this information-
driven age so should our student s be media literate. 
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Today's teenager & media exposure 
There are 31.6 million people 12 to 17 years of age in America, the large st teen 
generation ever. Today 's teenager enjoys the media-in fact they surround them selves 
with it, 83 percent went on the Internet last year, 1 and 65 percent have a televi sion in their 
own room. 2 Teen s multita sk media as well, often surfing the Internet while watching 
television. When teen s aren't absorbing media messages, they are often spending time 
earn ing and spending money. Mediamark Researc h illustrated to their advertisers that in 
2003, teenagers spent $ 112.3 billion on consumer products 3 (see Fig. 1 for more 
information). With their media exposure and access to money, teens become the ideal 
demographic for marketers . Teens are litera lly sold to compan ies through the use of 
Market Opportunities 
■ Teens are a growing market. Th e Teen population \.V!ll expand from 32 .4 million In 2000 
to 33.5 million In 2010 . 
■ Teens have money to spend. As Teens age . th eir yearly discretionary Income Increases 
from nearly $1 .500 at age 12 to 13 co nearly $4 .500 by age 16 to 17. As a group . Teens of 
all ages spent a proj ected $112 .5 billion dollars In 2003 . 
■ Teens influence household spending. Parents consult th e comput er and mark et -savvy 
Teens In their househ olds for large and small purchases. 
Market Challenges 
■ Teens have more choices than ever. H ow will advertiser s get - and keep - Teens· 
attention In th e face of so many produ cts vying for their attention ? 
■ Teens multitask media . 
■ Raised in the age of information and uncertainty, Teens can be skeptical. 
Sources: U.S. Census: MRI Teenmark 2003: Teenage Research Unlimited (TRU): 2003 Yankelovich Youth Monitor as cited in 
MediaPo st"s MediaDaily News "Echo Effect : A Nev; G,meration of Media Users, Ad Distrusters" 2/17/04 
Figure 1. Market research summary on today's teenager, Mediamark Research, Inc. 
1 PBS Teacher Source 
2 Kaiser Family Foundation 
3 Mediamark Researc h, Inc. pg. 4 
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media statistics. 
Unlike older consumers, teens feel they need- rather than want-a variety of 
products. Their money is highly disposable i.e . the average American teenager has a job, 
but does not have a lot of bill s and 
Top 10 Items Teens Last Bought 
with Their Own Money By Percent( %) 
Overall Teen Rank Male s Female ~ 
Clothes 21 43 
2 Food 30 31 
3 Candy 24 34 
3 Soda or Solt Drinks 26 32 
4 Salty Snacks (i.e. Chips) 15 22 
4 CDs or Recorded Music 19 18 
5 Lunc h 13 22 
6 Shoes 15 16 
7 Video Games 18 5 
8 Jewelry 7 15 
9 Magazines 9 12 
10 Ice Cream 7 10 
Figure 2 NOP World 2003, Mediamark Research, 
Inc. 
apat hetic out look-in this case, the teen 
judging purchases and not buying into 
traditional gimmicks-t here is a way around 
it. 
Advertisers fight for the money that 
each teen could spend on their products. 
obligations. Teen s also influence of a lot 
of their parent 's income. 
Market research on the American 
teenager shows that teens multi-task and 
think before buying purchases. Because 
of this , media messages to teenagers 
have to hit them quick, sell quality and 
are strategica lly designed to make teens 
believe that they aren't buying into the 
message. It shows that for every 
Teens d Advertising Trust by Medium 
Magazine Ads 29% 
Radio Ads 22% 
TV Ads 22% 
Internet Ads 18% 
Source: Noopets Youth Study 2004 
Figure 3 Mediamark Research, Ink 
Advertisers spend billions to identify who teens are, what they want and how they will 
purchase, as Figure 1 demonstrates. Because of the media they consume, a teenager will 
see over 3,000 advertisements a day. 1 
Mediamark report s that it is the active teens that read magazines. Teens read about 
their interests-typically for males it is an activity like dirt biking and for females it is 
fashion . Because it ' s harder to multitask when reading magazines, they are they best 
medium for advertiser s. 
2003 Top 10 Magazines by Percent or Teen Audience by Gender 
Teen Girts By Percent {o/o) Teen Boys By Percent (%) 
YM 46.9 1 Dirt Rider 30.4 
2 Seventeen 35.7 2 Four Wh eeler 20.7 
3 Teen People 35.6 3 WWE Magazine 19.7 
4 Allure 16.2 4 4 Whee l & Ott Road 19.5 
5 Vibe 12.2 5 Motorcy cli st 19.4 
6 In Style 11. 2 6 Sport Truck 18.8 
6 Glamour 11.2 7 Popular Hot Rodding 18.4 
7 Marie Claire 10.9 8 Car Craft 17.9 
8 Vogue 10.3 9 Street Rod der 17 .1 
8 Source 10.3 9 Truckin ' 17 .1 
9 Seit 10.0 10 Cyc le World 16.4 
10 Cosmopolitan 9.9 
Base: U.S. Population Age 12+ 
Source: MRI Twll lve Plus 2003 
Figure 4 Mediamark Research Inc. 
1 Kilbourne , Jean. Still Killin g Us Softly 3 . 
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Effects of media exposure 
What happen s when one sees 3,000 advertisement s, including three hours of TV 
everyday? It depend s on the background of the teenager. The impact of media messages 
depends on how media literate the consumer is. It comes down to one's perception of 
how close the media world is to the real world. 
A. The cultivated teenager 
Constant exposure to media cultivates one into believing that the two worlds are 
one. Thi s is George Gerbn er's cultivation theory . Gerbner , a journali sm scholar started 
his work at Berkel ey. He viewed the TV world as "not a window on or reflection of the 
world , but a world in itself." 1 Heavy viewers make assumptions about violence, peopl e, 
places, and other fictionalized events which do not hold true to real life eve nts. That 
talking box becomes a soc ializing agent, educ ating viewers on a new reality , which is 
scientifi cally desig ned to be far away from reality-especia lly for teens . 
Med ia critic Mark Crispin Mill er spoke to PBS 's Frontline about these construed 
messages. 
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Kids feel frightened and lonely today . It's because they are encouraged to feel that 
way. Advertising has always sold anxiety, and it certainly sells anxiety to the 
young. It's always telling them that they are not thin enough, they're not pretty 
enough, they don't have the right friends, or they have no friends , they 're creeps, 
or they're losers-un less they're coo l. But I don't think anybody, deep down, 
really feels cool enoug h-ever. That's the nature of advertising, to keep you 
hungering for more of the stuff that's supposed to finally put you there , but never 
does. 2 
Many facets of our society our influenced by the medi a. The 3,000 advertisements we 
view each day also contain messages about body image , violence, gender roles, 
relationship models, race and sexuality. Examining any of these topics could reveal the 
1 (McQuail I 00) As cited by Greunk e, LeAnn 
2 Frontline: Merchant s of Cool 
need for more media literate teens; we will focus on the 
media 's impact on female body image. 
If teenagers are never taught that these messages are 
designed to be different than the real world, then a teen girl 
may look at these messages and compare herself to the girl 
walking across the screen-32 percent of which are 
underweight 1-and believe that all woman look that way. 
There 's no doubt that the women on the screen are beautiful , 
because beauty itself is being sold. 
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Figure 5 Aishwarya 
This packaged beauty was believed in Fiji to the point Sukhdeo, Miss Fi.ii & Miss 
of completely changing a culture. Television came to the islands June 15, 1994.2 Shows 
popular during that time were Melrose place, Beverly Hill s 90210 and Xena: Warrior 
Prince ss. They quickly became popular with the teenage audience. 
Figure 6 Older Fijian Women with Tourists 
1 ANRED: What Cause s Eating Disorders ? Media Factors 
2 Wikipedia: Fiji Television 
Traditional Fijian 
culture teaches girls that round 
and robust equals beautiful. 
The rounder, the better. The 
shape is aided by a high-fat diet 
of pig meat and calorie den se 
items like cassava and taro. Fiji 
faces a lot of problems with 
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obesity and heart disease because of thi s diet. 1 Previous to the introduction of television if 
someone did lose weight , it was called "go ing thin" and recognized as a social problem. 2 
Yet , a year after TV came to Fiji , rounder wasn't what girls were seeking. The 
only thing that had changed in the country was the addition of televi sion- no additional 
health campaigns or anything started during this time. Instead , teen girls saw beauty 
onscreen and copied it. Anne Becker , direct or of research at the Harvard Eating Disorder s 
Center studied the change. The report in Dimensions Magazine attributes one girl saying 
"the teenagers on televi sion are 's lim and very tall ' .. . 'We want our bodi es to become 
like that ... so we try to lose a lot of weight. "' 3 
Figure 7 Fijian girls dance outside Savu Savu Yacht Club 
Becker's follow-up 
study in 1998 showed that 74 
percent of the Fijian girls felt 
"too big or fat" at least 
sometimes, and 62 percent 
reported dieting in the past 
month. Also, 15 percent of 
girls in the study vomi ted to 
con trol their weig ht, where 
only 3 percent had before. 4 
While Utah's culture, and America 's in general, has many difference s from Fiji 's, 
a primary difference is the amount of teen s spent "wi red" to the Internet , cable televi sion 
1 Dimen sions Ma gaz ine, Alexis Chiu 
2 Harvard Medical School Office o f Public Affairs: Sharp rise in ea tin g disorders 
3 Dimen sions Ma gaz ine, Alexis Chiu 
4 Harvard Medica l School Office of Public Affairs: Sharp rise in ea ting di sorders 
and other electronic media. Just as the Fijian teens demonstrated a correlation between 
the amount of media exposure and eating disorders, American teens do as well. As many 
as 10 million females and one million males in the U.S. have eating disorders.' Statistics 
specifically for Utah were not readily available, however there is no information 
suggesting that Utah's struggles with the disease would be any different-there are three 
eating disorder treatment centers in Utah-one of which, The New Life Center, is the 
largest in North America. 2 Utah First Lady Mary Kaye Huntsman just launched her 
Power In You campaign , making eating disorders a hot topic . She attributes a lot of the 
cause to the media, saying, 
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Media messages screaming "thin is in" may not directly cause eating disorders, 
but they help to create the context within which people learn to place a value on 
the size and shape of their body. To the extent that media messages like 
advertising, the diet industry, and celebrity spotlights help our culture define what 
is beautiful and what is "good ," the media ' s power over our development of self-
esteem and body image can be incredibly strong. Encouraging the media to 
present more diver se and real images of people with more positive message s 
about health and self-esteem may not eliminate eating disorders entirely , but it 
would help reduce the pressures many people feel to make their bodie s conform 
to one ideal. 3 
Eating disorders are the extreme impact from media messages-just as killing 
someone would be for someone constantly exposed to violent behavior in the cinema . 
However , less violent acts occur because of exposure to violence, comparable to the low 
body image found in American teens. 
Fifty-three percent of 13-year-old girls are "unhappy" with their bodies. By age 
17, this percentage has grown to 78 percent. 4 While the higher dissatisfaction of body 
image cannot be proved to be directly related to more media exposure, between the ages 
1 National Eating Disorders Association: Statistics 
2 Eating Disorder Referra l and Information Center. 
3 Power in You: Eating Disorders 
4 (Brumberg , 1997) As cited by National Institute on Media & the Family 
of 13 and 17, a teenager will view 4,380,000 advertisements. They will also view 4,380 
hours of television. Being a teenager is tough in many senses-school, family, social-
multiple factors will change how a teen feels about his or her body. However, teens who 
watched soaps and TV shows that emphasized the "ideal body type" reported higher 
sense of body dissatisfaction.' If this impossible and often digitally enhanced ideal is 
consistently presented to teens as reality, they may develop unattainable physical 
ambitions, thus influencing their self-esteem. 
B. The media literate generation 
There is a solution. A solution that changes a teen from a sponge, just absorbing 
media messages and the subliminal messages they contain, to a gatekeeper, choosing 
which messages enter, and which pass on by without a second thought. 
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For most , this skill is learned to a point , usually after age 17 when the consumer is 
no longer such a target. At that point it is easy to realize who really was talking all those 
years. It is simpler to realize that it 's easier to get in shape , than be a shape. For many 
adults, media becomes less of an obsession. Still , 1,000 people in America-youth, 
adults, men and women die from eating disorders every year. 2 Despite a more mature 
recognition of the separation between Gerbner 's worlds, 78 percent of women still report 
having to become happy with themselves and move out into the "real world ." But what if 
we could take a step back? 
That step back would be to treat media as any other subject in school, 
implementing it throughout the K-12 curriculum. Just like students encounter math, and 
words for reading everyday, they encounter images in the media. More comparable are 
1 (Hofschire & Greenberg , 2002) As cited by National Institute on Media & the Family 
2 National Eating Disorders Association: Statistics 
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Utah's sex education and anti-drug instruction programs. Learning how to dissect images 
and words from the media from an early age is no 
different than any other subject, and possibly 
more important as the media influences the filters 
with which teens view all other information 
presented to them. What today's teenager sees and 
knows is greatly influenced by media messages 
and teens should be given every opportunity to 
learn what tactics and motives are used in the 
creation of those messages. 
A private group in New Mexico 
recognized this and launched the New Mexico 
i)~? Media Literacy Project , now funded partially by 
.,._ ~-,-. Nf.,.l~ ,-.rttrt• 
r,-.,al'f_,,.. . ...... ,,..,... .• _,__,.,,., • • 
Figure 8 2005 NMMLP Bad Ad 
Winners 
the state. The group travels the state , conducting 
six-day seminars in middle schools and assemblies 
elsewhere. They've developed curriculum 
resources for teachers K-12, so they can implement 
media literacy in their classroom at any time. The 
group has succeeded at its mission "to cultivate 
critical thinking and activism in our media culture 
to build healthy and just communities." 1 
In "Steering Toward Skepticism: The New 
1 New Mexico Media Literacy Project homepage 
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Mexico Media Literacy Project " seminar graduates report. One , Ginger Whisnant, said of 
her high school daughter, "The training made her a much wiser person , but there was 
something more there in the way she watched television, read magazines and, really , in 
everything she saw. Regardle ss of how attractive something looked, she took a critical 
stance on it." 1 Whisnant teaches at Albequerque Academy, where the project is based. 
Her daughter started with the program in elementary school and studied it in high school 
like a main subject. The school follows executive director , Bob McCannon 's mantra of, 
"There 's nothing you cannot study by studying media literacy ."2 
1 Steering Toward Skepticism: The New Mexi co Med ia Literacy Project 
2 Shea , Rich. Brav e New World, New Mexico Media Literacy Project 
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Research and results 
Knowing these statistics, we took them to Utah's classrooms. We presented an 
hour-long media literacy presentation at two Utah high schools, to eight classes. The 
presentation was a nutshell form of the above information. Our presentation not only 
included segments designed to expose advertising tactics, make them aware of their 
status as a target in the advertising world and debunk some media myths relating to body 
image and weight, but we also presented them with the Gerbner theory and tools to help 
them assess the media images they see more critically in the future. At one point in our 
presentation, students were broken up into small groups each with an ad to dissect. They 
were asked to consider the following five questions, taken from the Center for Media 
Literacy's Web site 1: 1. Who created this message? 2. What techniques are used to attract 
my attention? 3. How might different people understand this message differently from 
me? 4. What lifestyles, values, and points of view are represented in or omitted from this 
message? 5. Why was this message sent? This activity prompted a lot of discussion and 
students were made aware there was no wrong answer. The point of the activity was not 
to get everyone in the group to agree on how "good" or "bad" the ad was, but merely to 
take a close ad at what the ad was trying to sell, both by way of product and social image. 
Many students disagreed with each other when answering questions about the same ad, 
but all were willing to look critically and think for themselves. It was exciting to watch 
them really take a close look at images they may have previously just accepted and 
explain to each other why they saw the ad the way they did. Some student s said it was the 
first time they had looked at advertising in that way before. 
1 Center for Media Literacy 
We also surveyed students before the presentation, and then afterwards in an 
effort to see what they already knew. Both surveys are included on the following pages. 
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With these surveys-the first one was administered to more than 300 students-
we have an accurate sampling of how students along the Wasatch Front perceive 
themselves and the media. In our group, 141 females and 161 males were surveyed. 
Students were questioned at two different high schools, Viewmont High School and Alta 
High School with 52 surveys coming in from Viewmont and the rest from Alta. The 
students were surveyed during fourth term. The reported ages of students ranged from 12 
to 19 years of age, but the large majority were 16-, 17- and 18-year old juniors and 
seniors who had theoretically been exposed to almost all of the media literacy education 
they could expect to be a part of while in public school. While this data can not prove 
cause and effect, we can use this data to find correlations. 
We were surprised to find that in our group of students, there was no statistically 
significant correlation between the number of hours students watched TV and other 
queries, such as how many diets they attempted or how they felt about themselves. 
However, we did find very strong correlations between the degree to which students 
compared themselves to the media and how they perceived themselves and others. The 
more students said they compared themselves to the images they saw in the media, the 
more likely they were to worry about their appearance, link their body image to self 
worth, have attempted more diets and purchase items based on ads. These correlations 
were significant throughout the entire population of students regardless of age or gender. 
In fact, the correlation between how often a student measures themselves against the 
media and how much they link their body image to their self worth was stronger in boys 
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than it was in girls. However, the correlation between both diets and whether students 
thought they were overweight when compared to how often they compared themselves to 
the media was much stronger among girls. Clearly , those students who are comparing 
themselves to the images presented in the media, no matter how few or many images they 
may be exposed to, are at a high risk for developing misconceptions about themselves 
and about others around them . Almost 40 percent of students reported measuring their 
bodies against images they see in the media at least sometimes, and almost 15 percent of 
students say they make those comparisons often or very often. 
Keeping up appearances 
More than 82 percent of surveyed teens said they worry about their appearance at 
least sometimes. But this number rise s to almost 92 percent among girls with. About 76 
percent of the boys said it was something they are concerned with and about 28 percent 
sa id it is something they think about often or very often. Teens who reported comparing 
themselves to the media were much more likely to worry about how they look in real life . 
In fact, 100 percent of student s who said they compare themselves to the media very 
often said they worry about their appearance often or very often. Only 12 percent of 
students who said they never compare them selves to the media worry about their 
appearances more than sometimes with more than one-third saying they worry about how 
they look rarely or never. 
When body image becomes self worth 
More than one-fourth of students reported linking their body image to their self 
worth. This rises to nearly one-third among girls. Of those student s who said they linked 
their body image to their self worth very closely, more than 70 percent said they measure 
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their bodies against what they see in the media. Boys especially seemed more likely to 
link body image and self worth the more they compared themselves to the media. More 
than 54 percent of boys who reported comparing themselves to the media often said they 
linked body image and self worth either somewhat closely or very closely. The number 
rises to almost 86 percent when looking at boys who reported a comparison frequency of 
very often. 
Dieting 
Girls who said they compared themselves to the media very often had all dieted at 
least twice, with 50 percent of them reporting they had tried to diet four times in the last 
12 months. But of girls who reported they never compared themselves to the media, 78 
percent said they had not attempted a diet at all. In total, more than one-third of students 
had reported going on one or more diets in the last year. Almost half of all female 
students said they were involved in dieting. 
Buying into the image 
Only 10 percent of students said they never purchase an item based on the 
advertisements they see. More than 60 percent of students who said they often compare 
their bodies to those in the media said they buy items based on ads at least sometimes. 
About 30 percent of students who said they compare themselves to the media very often 
said they also purchase items based on advertisements very often. 
Weighing in 
Students were much more likely to view themselves as overweight the more they 
compared their bodies to those in the media. Almost 70 percent of students who said they 
compare themselves very often said they thought they were overweight or severely 
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overweight. Only 23 percent of these students said they felt they were just right. Only 
those students who said they only compared themselves rarely or never to images of the 
media were more likely to report being satisfied with their bodies. In fact, less than l 
percent of these students reported themselves as being severely overweight and only 16 
percent of them reported being overweight at all. Almost 80 percent of those students 
who said they never compared themselves to the media said reported satisfaction with 
their bodies. Thi s correlation was even stronger among girls. Of those girls who reported 
comparing themselves very often, 83 percent thought they were overweight. 
Other findings 
We found a significant correlation between the number of hours student s reported 
watching TV and the age of the student, with younger students watching more hours of 
televi sion . We also found that most students reported watching between one and two 
hour s of TV per day . Only 5 percent of students surveyed said that 21-25 percent of 
women have the body type shown in the media , but about 65 percent of student s still 
overestimated the percentage of the population with the ideal medi a body type. Mo st 
male students correctly reported the average man 's waist size to be between 32 and 36 
inche s. Mo st females undere stimated the average woman 's dre ss size at size 6-10. 
Our second survey, administered after our presentations, asked students if the 
information they had been presented about both "normal" body type s and media literacy 
was new , if and how they intended to use their new information and called for any other 
suggestions. We acknowledge there is media literacy curriculum in Utah that is working. 
Many students reported that not all, or in some cases any, of the information was new . 
But most students said the mini-course was helpful and that at least parts of the 
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information we taught in just a one hour presentation were completely new to them. The 
presentation seemed to strike a special chord with the students at Alta High School. One 
young man at Alta when asked how he planned to use the information, said, "I will use 
this information to be kinder to myself and help me realize that I am not a failure." One 
young woman reported the presentation changed how she felt about her body and she had 
been surprised to learn what a target teenagers were for advertisers. Another young 
woman said this information would, "reinforce my actions and behavior concerning ads." 
One young man said he would use this knowledge to "just make girls realize they are fine 
the way they are." 
What this means 
Students who compare the world they live in with the world the media presents to 
them are at risk for developing unhealthy perceptions of what is "normal." Students who 
made these comparisons more often were more likely to have poor self esteem and buy 
into the images and products advertisers are selling. While we have focused on what 
comparing the two worlds does to our perception of "normal" body weight and 
perception, comparing any real life behavior and attitude or reality-whether it be related 
to violence, sexuality, gender, relationships, race or class-to those behaviors and 
attitudes presented in the media and advertising will yield similarly frightening changes 
in perception. Our data also shows that even those students who are not watching as 
much TV as their peers are still at risk for feeling the need to compare themselves to the 
images they see, making learning proper analysis of those images all the more critical. 
Students don't just need to be taught about the reality around them in order to better 
navigate the unrealistic world of the media. They need to be given the proper questions 
and concepts to help them think critically about and analyze correctly the information 
that is all around them . We cannot prevent teens from being a target in advertising, but 
we can empower them with information, preventing them from buying into advertising 
image s blindly . 
18 
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Our proposal for Utah's Health Program 
We propose that teens in Utah are being bombarded with images and messages, 
and we encourage those in charge of setting Utah curriculum to take our research one 
step further. This is but a humble push in the right direction. We propose that current 
media literacy curriculum be evaluated to discover its priority and effectiveness in Utah 
schools. We encourage the Utah Education Association to look for correlations between 
negative teenage behavior and media consumption. Above that, we encourage that the 
Association put the power of thought back into students' hands and teach them how to 
better dissect the 3,000 advertisements and images they encounter everyday through a 
more centralized and in-depth media literacy curriculum than currently exists. 
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Media Survey: Please circle the answer that best describes how you feel. 
Female Male ---- -----
Age : __ _ 
High School : _ ________ __ _ 
1. I worry about my appearance and about whether or not I look attractive .... 
Very often Often Sometimes Rarely Never 
2. I measure my body against images I see in the media .... 
Very often Often Sometimes Rarely Never 
3. My body image is linked to my feelings of self worth ..... 
Very closely Somewhat closely Neutral Not very closely Not at all 
4. I have started a diet program_ times in the last year. 
4+ times 3 times 2 times 1 time 0 times 
5. I would consider myself ... 
Severely Overweight Just right Underweight Severely 
overweight underweight 
6. I watch _ hours of TV per day . 
4+ hours 3 hours 2 hours 1 hours 0 hours 
7. What percentage of American women have the body type portrayed in the media? 
0-5% 6-10% 11-15% 16-20% 21-25% 
8. What percentage of models do you think are underweight? 
0-20% 21-40% 41-60% 61-80% 81-100% 
9. This percentage of the population has the body type of a typical model 
0-5% ·6-10% 11-15% 16-20% 21-25% 
10. How often do you purchase something based on advertisements? 
Very Often Often Sometimes Rarely Never 
11. The average man has a waist size of (in inches) ----
12. The average woman wears a dress size of (2-20) ----
Media Survey: "Answer" Key 
Items for discussion with students after they take pre-pre sentation survey: 
1. I worry about my appearance and about whether or not I look attractive .... 
27% of women say they are more sat isfied with their bodies when they look better than others 
they know; 91 % are satisfied when they are loved , www.campaignforrealbeauty.com 
2. I measure my body against images I see in the media .... 
Fijian women examp le 
3. My body image is linked to my feelings of self worth ..... 
One author reports that at age 13, 53% of American girls are "unhappy with their bodies." This 
grows to 78% by the time girls reach 17, Brumberg , J. (1998). The Body Project: An Intimate 
History of American Girls. NY: Vintage. 
4. I have started a diet program _ times in the last year. 
In a survey of girls 9 and 10 years old, 40% have tried to lose weight, www.mediafamily.org 
5. I would consider myself. .. 
47% of women worldwide believe they are overweight, 48% just right, 4% too low 
In the U.S. 60% of women believe they are overweight, 35% just right and 3% too low , 
www .campai gnforreal beauty .com 
6. I watch_ hours of TV per day. 
The average teenager watches 3 hours of TV per day. www.pbs .org 
7. What percentage of American women have the body type portrayed in the media? 
Average is 5' 10" and weighs 110 pounds. 
The average North American woma n is 5'4" and 140 pounds, www.edreferral.com 
8. What percentage of models do you think are underweight? 
73 % of models are underw eight, web.sbu.edu 
9. This percentage of the population has the body type of a typical model 
0-5% and in magazin es they are still digitally reshaped, Jean Kilbourne, Killing Us Softly 3 
10. How often do you purchase something based on advertisements? 
11. The average man has a waist size of (in inches) ___ _ 
College -aged men in the United States, Austria and France indicated they want - and believe 
women prefer - a body with 27 more pounds of muscle than they possess, http://archives.cnn .com 
About 1 million men in the United States suffer from eating disorders, a problem once though 
only to strike women. "Studies show that men's dissatisfaction with their body image has tripled 
over the last 30 years and that as many as one 10 men have eating disorders." The images of the 
overly muscular male are prevalent in fitness magazines , fashion advertisements, popular movies 
and television. Even toys reflect the trend . Kassar noted research that described that the action 
figure GI Joe in 1974 would have a 31 inch waist, 44 inch chest and 12 inch biceps if he were a 
real man . The GI Joe of today has a real male equivalent of a 28 inch waist, 50 inch chest and 22 
inch biceps, www.billingsnews.com 
12. The average woman wears a dress size of (2-20) ___ _ 
Average woman 11- 14 dress size , Barbie would be a size 4 and the average mannequin is a 
size 6, various sources 









There are 31.15 million 12-19 year -olds in the U.S. - the largest generation ever (U.S . 
Census Bureau , 2000) 
Teens are exposed to an estimated 3,000 ads a day (Adbusters) 
65 % of U.S. teens have TV sets in their own rooms (Kaiser Family Foundation) 
83% of teens reported going online last year (Teen Research Unlimited) 
In 1998, U.S. companies spent nearly $200 billion on advertising. Worldwide ad 
spending is estimated at $435 billion . (Advertising Age and the United Nations Human 
Development Report , cited in Klein) 
"They spend their days sifting through reams of market research data. They conduct 
endless surveys and focus groups . They comb the streets, the schools , and the malls, hot 
on the trail of the 'next big thing' that will snare the attention their prey - market 
segment worth an estimated $150 billion a year 
"Kids feel frustrated and lonely today because they are encouraged to feel that way," 
Miller tells Frontline . "You know , advertising has always sold anxiety and it certainly 
sells anxiety to the young. It ' s always telling them that they are not thin enough, they're 
not pretty enough, they don't have the right friends, or they have no friends ... they're 
losers unless they ' re cool. But I don ' t think anybody, deep down , really feels cool 
enough,ever. " 
"Often advertising is not about keeping up with the Joneses , but about separating you 
from them . That's especially true of advertising directed at a particular group , such as 
adole scents or young adults - it's called 'dog-whistle ' advertising because it goes out at 
frequencie s only dogs can hear. " - Dr. James Twitchell , April 2000 , Smithsonian 
Things to keep in mind 
Media literacy does NOT mean "don ' t watch; " it means "watch carefully , think 
critically." www.medialit.org 
Essentially the cultivation theory states that heavy exposure to mass media, namely 
television , creates and cultivates attitudes more consistent with a media conjured version of 
reality than with what actual reality is. The cultivation theory asserts that heavy viewers ' 
attitudes are cultivated primarily by what they watch on television. Gerbner views this 
television world as "not a window on or reflection of the world, but a world in itself ' This 
created version of the world entices heavy viewers to make assumptions about violence , 
people, places and other fictionalized events which do not hold true to real life events, 
www .colostate.edu 
5 Key Questions to ask when assessing a media image 
1. Who created this message? 
2. What techniques are used to attract my attention? 
3. How might different people understand this message differently from me? 
4. What lifestyles, values , and points of view are represented in or omitted from this 
message? 
5. Why was this message sent? 
Source : Center for Media Literacy, www.media -
awareness . ca/Engl is hf teachers/ med ia_li teracy /key_ concept. cf m 
Post-presentation survey: Feel free to use the back of this sheet to answer the questions . 
Female Male ---- ------
Age: __ _ 
High School: ------------
Did you learn something new? Yes No 
What was it? 
Has any of this information been presented to you before? Yes No 
Where? Which parts? 
Has this presentation changed how you feel about your body , and if so, how ? Yes No 





I worry about I measure my image is 
my body against linked to 
Gender Aqe Hiqh School appearance media self worth 
N Valid 302 298 303 304 305 299 
Missing 3 7 2 1 0 6 
Statistics 
Percentage of Percentage of 
I would women have Percentage of population 
Number of consider Number of media body models have model 
diets myself ... hours of TV type underweight body 
N Valid 302 301 305 304 303 302 
Missing 3 4 0 1 2 3 
Statistics 
How often do 
you purchase Average Average 
something man's woman's 
based on ads waist size waist size 
N Valid 303 267 270 




Frequency Percent Valid Percent Percent 
Valid Female 141 46.2 46.7 46.7 
Male 161 52.8 53.3 100.0 
Total 302 99.0 100.0 
Missing Missing Data 3 1.0 




Frequency Percent Valid Percent Percent 
Valid 12.00 1 .3 .3 .3 
15.00 3 1.0 1.0 1.3 
16.00 71 23.3 23.8 25.2 
17.00 156 51.1 52.3 77.5 
18.00 66 21.6 22.1 99.7 
19.00 1 .3 .3 100.0 
Total 298 97.7 100.0 
Missing 98.00 7 2.3 
Total 305 100.0 
High School 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Alta High School 251 82.3 82.8 82 .8 
Viewmont High School 52 17.0 17.2 100.0 
Total 303 99.3 100.0 
Missing Missing Data 2 .7 
Total 305 100.0 
I worry about my appearance 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 10 3.3 3.3 3.3 
Rarely 43 14.1 14.1 17.4 
Sometimes 139 45.6 45 .7 63.2 
Often 80 26.2 26.3 89.5 
Very often 32 10.5 10.5 100.0 
Total 304 99.7 100.0 
Missing Missing Data 1 .3 
Total 305 100.0 
I measure my body against media 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 72 23.6 23 .6 23 .6 
Rarely 112 36.7 36.7 60 .3 
Sometimes 77 25.2 25.2 85.6 
Often 31 10.2 10.2 95.7 
Very often 13 4.3 4.3 100.0 
Total 305 100.0 100.0 
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My body image is linked to self worth 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Not at all 31 10.2 10.4 10.4 
Not very closely 65 21.3 21.7 32.1 
Neutral 121 39.7 40 .5 72 .6 
Somewhat closely 61 20.0 20.4 93.0 
Very Closely 21 6.9 7.0 100.0 
Total 299 98.0 100.0 
Missing missing data 6 2.0 
Total 305 100.0 
Number of diets 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 196 64.3 64.9 64.9 
1.00 49 16.1 16.2 81.1 
2.00 27 8.9 8.9 90.1 
3.00 14 4 .6 4 .6 94.7 
4 .00 15 4 .9 5.0 99.7 
5.00 1 .3 .3 100.0 
Total 302 99.0 100.0 
Missing 98.00 3 1.0 
Total 305 100.0 
I would consider myself ... 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Severely underweight 4 1.3 1.3 1.3 
Underweight 33 10.8 11.0 12.3 
Just right 204 66.9 67.8 80.1 
Overweight 56 18.4 18.6 98.7 
Severely overweight 4 1.3 1.3 100.0 
Total 301 98.7 100.0 
Missing missing data 4 1.3 
Total 305 100.0 
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Number of hours of TV 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 63 20 .7 20.7 20.7 
.50 2 .7 .7 21 .3 
.75 1 .3 .3 21.6 
1.00 111 36.4 36 .4 58 .0 
1.50 3 1.0 1.0 59 .0 
2.00 71 23 .3 23 .3 82 .3 
2.50 1 .3 .3 82 .6 
3.00 35 11.5 11.5 94 .1 
4 .00 16 5.2 5.2 99.3 
5.00 2 .7 .7 100 .0 
Total 305 100.0 100.0 
Percentage of women have media body type 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 104 34 .1 34 .2 34 .2 
6-10% 93 30 .5 30 .6 64.8 
11-15% 47 15.4 15.5 80.3 
16-20% 45 14.8 14.8 95 .1 
21-25 % 15 4.9 4.9 100.0 
Total 304 99.7 100.0 
Missing missing data 1 .3 
Total 305 100 .0 
Percentage of models underweight 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-20% 20 6 .6 6 .6 6.6 
21-40 % 31 10.2 10.2 16.8 
41-60% 48 15.7 15.8 32.7 
61-80% 112 36 .7 37.0 69 .6 
81-100 % 92 30 .2 30.4 100.0 
Total 303 99 .3 100.0 
Missing missing data 2 .7 
Total 305 100 .0 
Percentage of population have model body 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 105 34.4 34 .8 34.8 
6-10% 105 34.4 34.8 69 .5 
11-15% 53 17.4 17.5 87.1 
16-20% 30 9.8 9.9 97.0 
21-25% 9 3.0 3.0 100.0 
Total 302 99 .0 100.0 
Missing missing data 3 1.0 
Total 305 100 .0 
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How often do you purchase something based on ads 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 31 10.2 10.2 10.2 
Rarely 132 43 .3 43 .6 53 .8 
Sometimes 100 32 .8 33 .0 86.8 
Often 35 11.5 11.6 98 .3 
Very often 5 1.6 1.7 100.0 
Total 303 99 .3 100.0 
Missing missing data 2 .7 
Total 305 100.0 
Average man's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 2.10 1 .3 .4 .4 
6 .00 1 .3 .4 .7 
8.00 1 .3 .4 1.1 
14.00 2 .7 .7 1.9 
18.00 1 .3 .4 2.2 
20 .00 2 .7 .7 3.0 
22 .00 2 .7 .7 3.7 
25 .00 1 .3 .4 4.1 
27 .00 1 .3 .4 4.5 
27.50 1 .3 .4 4.9 
28.00 2 .7 .7 5.6 
30 .00 14 4.6 5.2 10.9 
31 .00 3 1.0 1.1 12.0 
32.00 59 19.3 22 .1 34.1 
33.00 15 4.9 5.6 39 .7 
34 .00 69 22 .6 25.8 65 .5 
35.00 10 3.3 3.7 69 .3 
35 .50 1 .3 .4 69 .7 
36.00 43 14.1 16.1 85.8 
37.00 2 .7 .7 86.5 
38 .00 8 2.6 3.0 89 .5 
39 .00 3 1.0 1.1 90 .6 
40 .00 14 4.6 5.2 95 .9 
42.00 3 1.0 1.1 97.0 
45 .00 1 .3 .4 97.4 
50 .00 2 .7 .7 98.1 
54 .00 1 .3 .4 98 .5 
55.00 1 .3 .4 98 .9 
60.00 1 .3 .4 99 .3 
64 .00 1 .3 .4 99 .6 
133.00 1 .3 .4 100.0 
Total 267 87.5 100.0 
Missing 98.00 38 12.5 
Total 305 100.0 
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Average woman's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 1.00 1 .3 .4 .4 
2.00 3 1.0 1.1 1.5 
3.00 5 1.6 1.9 3.3 
4.00 14 4.6 5.2 8.5 
5.00 24 7.9 8.!;l 17.4 
5.50 1 .3 .4 17.8 
6 .00 49 16.1 18.1 35 .9 
6 .50 1 .3 .4 36.3 
7.00 21 6.9 7.8 44.1 
7.50 3 1.0 1.1 45 .2 
8.00 63 20.7 23 .3 68.5 
8.50 1 .3 .4 68 .9 
9.00 13 4.3 4.8 73 .7 
9.50 1 .3 .4 74 .1 
10.00 40 13.1 14.8 88 .9 
11.00 4 1.3 1.5 90.4 
12.00 11 3.6 4.1 94.4 
13.00 4 1.3 1.5 95 .9 
14.00 5 1.6 1.9 97 .8 
16.00 2 .7 .7 98 .5 
17.00 1 .3 .4 98 .9 
20 .00 2 .7 .7 99 .6 
24 .00 1 .3 .4 100.0 
Total 270 88.5 100.0 
Missing 98.00 35 11.5 





I worry about I measure my image is 
my body against linked to 
Gender Age High School appearance media self worth 
N Valid 141 139 141 140 141 137 
Missing 0 2 0 1 0 4 
Statistics 
Percentage of Percentage of 
I would women have Percentage of population 
Number of consider Number of media body models have model 
diets myself ... hours of TV type underweight body 
N Valid 139 139 141 140 139 138 
Missing 2 2 0 1 2 3 
Statistics 
How often do 
you purchase Average Average 
something man's woman's 
based on ads waist size waist size 
N Valid 141 117 132 




Frequency Percent Valid Percent Percent 
Valid Female 141 100.0 100.0 100.0 
Age 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 15.00 2 1.4 1.4 1.4 
16.00 43 30.5 30 .9 32.4 
17.00 66 46 .8 47 .5 79.9 
18.00 28 19.9 20 .1 100.0 
Total 139 98.6 100.0 
Missing 98.00 2 1.4 




Frequency Percent Valid Percent Percent 
Valid Alta High School 106 75.2 75.2 75.2 
Viewmont High School 35 24.8 24.8 100.0 
Total 141 100.0 100.0 
I worry about my appearance 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 2 1.4 1.4 1.4 
Rarely 10 7.1 7.1 8.6 
Sometimes 62 44 .0 44 .3 52.9 
Often 50 35.5 35.7 88.6 
Very often 16 11.3 11.4 100.0 
Total 140 99.3 100.0 
Missing Missing Data 1 .7 
Total 141 100.0 
I measure my body against media 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 23 16.3 16.3 16.3 
Rarely 44 31.2 31.2 47 .5 
Sometimes 48 34.0 34.0 81.6 
Often 20 14.2 14.2 95.7 
Very often 6 4.3 4.3 100.0 
Total 141 100.0 100.0 
My body image is linked to self worth 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Not at all 8 5.7 5.8 5.8 
Not very closely 28 19.9 20.4 26.3 
Neutral 57 40.4 41.6 67.9 
Somewhat closely 33 23.4 24.1 92.0 
Very Closely 11 7.8 8.0 100.0 
Total 137 97.2 100.0 
Missing missing data 4 2.8 
Total 141 100.0 
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Number of diets 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 71 50.4 51.1 51 .1 
1.00 28 19.9 20 .1 71 .2 
2.00 19 13.5 13.7 84 .9 
3.00 12 8.5 8.6 93 .5 
4 .00 9 6.4 6.5 100.0 
Total 139 98 .6 100.0 
Missing 98 .00 2 1.4 
Total 141 100.0 
I would consider myself ... 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Severely underweight 1 .7 .7 .7 
Underweight 11 7.8 7.9 8.6 
Just right 89 63 .1 64 .0 72 .7 
Overweight 36 25 .5 25 .9 98 .6 
Severely overweight 2 1.4 1.4 100.0 
Total 139 98.6 100.0 
Missing missing data 2 1.4 
Total 141 100.0 
Number of hours of TV 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 35 24 .8 24 .8 24 .8 
.50 1 .7 .7 25 .5 
1.00 51 36.2 36 .2 61 .7 
1.50 2 1.4 1.4 63 .1 
2 .00 32 22 .7 22 .7 85 .8 
3.00 13 9.2 9.2 95.0 
4 .00 5 3.5 3.5 98 .6 
5.00 2 1.4 1.4 100.0 
Total 141 100.0 100.0 
Percentage of women have media body type 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 52 36 .9 37.1 37 .1 
6-10% 40 28.4 28 .6 65 .7 
11-15% 24 17.0 17.1 82 .9 
16-20% 18 12.8 12.9 95 .7 
21-25% 6 4.3 4.3 100.0 
Total 140 99 .3 100.0 
Missing miss ing data 1 .7 
Total 141 100.0 
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Percentage of models underweight 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-20% 9 6.4 6.5 6 .5 
21-40% 13 9.2 9.4 15.8 
41-60% 17 12.1 12.2 28 .1 
61-80% 55 39 .0 39.6 67 .6 
81-100% 45 31.9 32.4 100.0 
Total 139 98 .6 100 .0 
Missing missing data 2 1.4 
Total 141 100.0 
Percentage of population have model body 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 52 36 .9 37 .7 37 .7 
6-10% 53 37.6 38.4 76 .1 
11-15% 21 14.9 15.2 91 .3 
16-20% 9 6.4 6 .5 97.8 
21-25% 3 2 .1 2.2 100.0 
Total 138 97 .9 100.0 
Missing missing data 3 2 .1 
Total 141 100.0 
How often do you purchase something based on ads 
Cumulative 
Frequency Percent Valid Percent Percent 
Val id Never 16 11.3 11.3 11.3 
Rarely 58 41 .1 41 .1 52.5 
Sometimes 49 34.8 34 .8 87 .2 
Often 16 11.3 11.3 98 .6 
Very often 2 1.4 1.4 100 .0 
Total 141 100 .0 100 .0 
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Average man's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 6.00 1 .7 .9 .9 
8.00 1 .7 .9 1.7 
14.00 2 1.4 1.7 3.4 
20 .00 1 .7 .9 4 .3 
22 .00 1 .7 .9 5.1 
25 .00 1 .7 .9 6 .0 
27 .00 1 .7 .9 6 .8 
30 .00 7 5.0 6 .0 12.8 
31 .00 2 1.4 1.7 14.5 
32 .00 32 22.7 27.4 41 .9 
33 .00 5 3.5 4 .3 46 .2 
34.00 20 14.2 17.1 63 .2 
35 .00 4 2 .8 3.4 66 .7 
36.00 24 17.0 20 .5 87 .2 
38 .00 5 3.5 4 .3 91 .5 
40.00 7 5.0 6 .0 97.4 
42 .00 1 .7 .9 98 .3 
55 .00 1 .7 .9 99.1 
60 .00 1 .7 .9 100.0 
Total 117 83.0 100.0 
Missing 98 .00 24 17.0 
Total 141 100.0 
Average woman's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 2.00 2 1.4 1.5 1.5 
3.00 1 .7 .8 2.3 
4 .00 9 6.4 6 .8 9.1 
5.00 12 8.5 9.1 18.2 
5.50 1 .7 .8 18.9 
6 .00 27 19.1 20 .5 39.4 
6 .50 1 .7 .8 40 .2 
7 .00 8 5.7 6 .1 46 .2 
7 .50 2 1.4 1.5 47 .7 
8.00 29 20 .6 22 .0 69 .7 
8.50 1 .7 .8 70 .5 
9.00 4 2 .8 3.0 73 .5 
9.50 1 .7 .8 74 .2 
10.00 21 14.9 15.9 90 .2 
11.00 2 1.4 1.5 91 .7 
12.00 5 3.5 3.8 95 .5 
13.00 1 .7 .8 96 .2 
14.00 2 1.4 1.5 97 .7 
16.00 1 .7 .8 98.5 
17.00 1 .7 .8 99 .2 
24 .00 1 .7 .8 100.0 
Total 132 93 .6 100.0 
Missing 98.00 9 6.4 





I worry about I measure my image is 
my body against linked to 
Gender Aqe High School appearance media self worth 
N Val id 161 158 161 161 161 159 
Missing 0 3 0 0 0 2 
Statistics 
Percentage of Percentage of 
I would women have Percentage of population 
Number of consider Number of media body models have model 
diets myself ... hours of TV type underweight body 
N Valid 160 159 161 161 161 161 
Missing 1 2 0 0 0 0 
Statistics 
How often do 
you purchase Average Average 
someth ing man's woman's 
based on ads waist size waist size 
N Valid 159 147 135 




Frequency Percent Valid Percent Percent 
Valid Male 161 100.0 100.0 100.0 
Age 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 12.00 1 .6 .6 .6 
15.00 1 .6 .6 1.3 
16.00 28 17.4 17.7 19.0 
17.00 89 55.3 56.3 75 .3 
18.00 38 23.6 24.1 99.4 
19.00 1 .6 .6 100.0 
Total 158 98.1 100.0 
Missing 98 .00 3 1.9 




Frequency Percent Valid Percent Percent 
Valid Alta High School 144 89.4 89.4 89.4 
Viewmont High School 17 10.6 10.6 100.0 
Total 161 100.0 100.0 
I worry about my appearance 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 7 4.3 4.3 4.3 
Rarely 33 20.5 20.5 24.8 
Sometimes 75 46 .6 46 .6 71.4 
Often 30 18.6 18.6 90.1 
Very often 16 9.9 9.9 100.0 
Total 161 100.0 100.0 
I measure my body against media 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Never 48 29.8 29.8 29 .8 
Rarely 66 41 .0 41 .0 70 .8 
Sometimes 29 18.0 18.0 88.8 
Often 11 6.8 6.8 95.7 
Very often 7 4.3 4.3 100.0 
Total 161 100.0 100.0 
My body image is linked to self worth 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Not at all 22 13.7 13.8 13.8 
Not very closely 36 22.4 22.6 36.5 
Neutral 63 39.1 39.6 76.1 
Somewhat closely 28 17.4 17.6 93.7 
Very Closely 10 6.2 6.3 100.0 
Total 159 98.8 100.0 
Missing missing data 2 1.2 
Total 161 100.0 
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Number of diets 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 123 76.4 76 .9 76 .9 
1.00 20 12.4 12.5 89.4 
2 .00 8 5.0 5.0 94.4 
3.00 2 1.2 1.3 95 .6 
4 .00 6 3.7 3.8 99.4 
5.00 1 .6 .6 100.0 
Total 160 99.4 100.0 
Missing 98.00 1 .6 
Total 161 100.0 
I would consider myself ... 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid Severely underweight 3 1.9 1.9 1.9 
Underweight 22 13.7 13.8 15.7 
Just right 112 69.6 70.4 86.2 
Overweight 20 12.4 12.6 98.7 
Severely overweight 2 1.2 1.3 100.0 
Total 159 98.8 100.0 
Missing missing data 2 1.2 
Total 161 100.0 
Number of hours of TV 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid .00 28 17.4 17.4 17.4 
.50 1 .6 .6 18.0 
.75 1 .6 .6 18.6 
1.00 58 36.0 36 .0 54 .7 
1.50 1 .6 .6 55 .3 
2.00 38 23 .6 23 .6 78 .9 
2.50 1 .6 .6 79 .5 
3.00 22 13.7 13.7 93.2 
4 .00 11 6 .8 6.8 100.0 
Total 161 100.0 100.0 
Percentage of women have media body type 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 51 31.7 31 .7 31 .7 
6-10% 51 31.7 31 .7 63.4 
11-15% 23 14.3 14.3 77 .6 
16-20% 27 16.8 16.8 94.4 
21-25% 9 5.6 5.6 100.0 
Total 161 100.0 100 .0 
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Percentage of models underweight 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-20% 11 6.8 6.8 6.8 
21-40% 18 11.2 11.2 18.0 
41-60% 31 19.3 19.3 37.3 
61-80% 55 34.2 34.2 71.4 
81-100% 46 28.6 28.6 100.0 
Total 161 100.0 100.0 
Percentage of population have model body 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 0-5% 53 32.9 32.9 32.9 
6-10% 50 31.1 31.1 64.0 
11-15% 32 19.9 19.9 83.9 
16-20% 20 12.4 12.4 96.3 
21-25 % 6 3.7 3.7 100.0 
Total 161 100.0 100.0 
How often do you purchase something based on ads 
Cumulative 
Frequency Percent Valid Percent Percent 
Val id Never 15 9.3 9.4 9.4 
Rarely 72 44 .7 45.3 54.7 
Sometimes 51 31.7 32.1 86.8 
Often 18 11.2 11.3 98.1 
Very often 3 1.9 1.9 100.0 
Total 159 98.8 100.0 
Miss ing missing data 2 1.2 
Tota l 161 100.0 
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Average man's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 2.10 1 .6 .7 .7 
18.00 1 .6 .7 1.4 
20 .00 1 .6 .7 2.0 
22 .00 1 .6 .7 2.7 
27.50 1 .6 .7 3.4 
28 .00 2 1.2 1.4 4 .8 
30 .00 7 4.3 4 .8 9.5 
31 .00 1 .6 .7 10.2 
32 .00 27 16.8 18.4 28.6 
33 .00 9 5.6 6.1 34 .7 
34 .00 49 30.4 33 .3 68 .0 
35 .00 6 3.7 4.1 72 .1 
35.50 1 .6 .7 72 .8 
36 .00 19 11.8 12.9 85 .7 
37 .00 2 1.2 1.4 87 .1 
38 .00 3 1.9 2.0 89 .1 
39 .00 3 1.9 2 .0 91 .2 
40 .00 6 3.7 4.1 95 .2 
42 .00 2 1.2 1.4 96 .6 
45 .00 1 .6 .7 97 .3 
50 .00 2 1.2 1.4 98 .6 
54 .00 1 .6 .7 99 .3 
64 .00 1 .6 .7 100 .0 
Total 147 91 .3 100.0 
Missing 98.00 14 8.7 
Total 161 100.0 
Average woman's waist size 
Cumulative 
Frequency Percent Valid Percent Percent 
Valid 1.00 1 .6 .7 .7 
2 .00 1 .6 .7 1.5 
3.00 4 2.5 3.0 4.4 
4 .00 5 3.1 3.7 8.1 
5.00 11 6.8 8.1 ' 16.3 
6 .00 22 13.7 16.3 32 .6 
7.00 13 8.1 9.6 42 .2 
7 .50 1 .6 .7 43 .0 
8.00 33 20.5 24 .4 67.4 
9.00 9 5.6 6.7 74 .1 
10 .00 19 11.8 14.1 88 .1 
11.00 2 1.2 1.5 89 .6 
12.00 6 3.7 4.4 94 .1 
13.00 2 1.2 1.5 95 .6 
14.00 3 1.9 2.2 97 .8 
16.00 1 .6 .7 98 .5 
20 .00 2 1.2 1.5 100 .0 
Total 135 83.9 100.0 
Missing 98 .00 26 16.1 




I worry about 
my 
Gender Age High School appearance 
Gender Pearson Correlation 1 .109 - .188*' -.209*' 
Sig. (2-tailed) .061 .001 .000 
N 302 297 302 301 
Age Pearson Correlation .109 1 .097 .095 
Sig. (2-tailed) .061 .095 .101 
N 297 298 298 297 
High School Pearson Correlation -.188*' .097 1 .010 
Sig. (2-tailed) .001 .095 .866 
N 302 298 303 302 
I worry about my Pearson Correlation -.209*' .095 .010 1 
appearance Sig. (2-tai led) .000 .101 .866 
N 301 297 302 304 
I measure my body Pearson Correlation -.203*' .136* .031 .482*' 
against media Sig. (2-tailed) .000 .019 .592 .000 
N 302 298 303 304 
My body image is linked Pearson Correlation -.133* .012 .000 .509*' 
to self worth Sig. (2-tailed) .022 .833 .994 .000 
N 296 293 297 298 
Number of diets Pearson Correlation -.236*' -.025 .088 .307*' 
Sig. (2-tailed) .000 .664 .128 .000 
N 299 295 300 301 
I would consider myself ... Pearson Correlation -.173*' -.049 .043 .164*' 
Sig. (2-tailed) .003 .404 .455 .004 
N 298 294 299 300 
Number of hours of TV Pearson Correlation .096 -.159*' .178*' -.058 
Sig. (2-tailed) .097 .006 .002 .312 
N 302 298 303 304 
Percentage of women Pearson Correlation .059 -.119* -.221 *' -.047 
have media body type Sig. (2-tailed ) .308 .040 .000 .410 
N 301 297 302 303 
Percentag e of models Pearson Correlation -.065 .013 -.085 -.034 
underweight Sig. (2-tailed ) .259 .821 .140 .558 
N 300 296 301 302 
Percentage of population Pearson Correlation .119* -.056 -.103 .099 
have model body Sig. (2-tailed) .040 .338 .073 .087 
N 299 295 300 301 
How often do you Pearson Correlation .003 -.053 .057 .225*' 
purchase something Sig. (2-tailed) .954 .366 .324 .000 
based on ads N 300 296 301 302 
Average man's waist size Pearson Correlation .072 -.007 .008 -.158*' 
Sig. (2-tailed) .243 .904 .902 .010 
N 264 260 265 266 
Average woman's waist Pearson Correlation .033 .123* -.007 -.111 
size Sig. (2-tailed) .593 .045 .906 .069 




I measure my image is I would 
body against linked to Number of consider 
media self worth diets myself ... 
Gender Pearson Correlation -.203*' -.133* -.236* ' -.173*" 
Sig. (2-tailed) .000 .022 .000 .003 
N 302 296 299 298 
Age Pearson Correlation .136* .012 - .025 -.049 
Sig. (2-tailed) .019 .833 .664 .404 
N 298 293 295 294 
High School Pearson Correlation .031 .000 .088 .043 
Sig. (2-tailed) .592 .994 .128 .455 
N 303 297 300 299 
I worry about my Pearson Correlation .482*' .509*' .307*' .164*' 
appearance Sig. (2-tailed) .000 .000 .000 .004 
N 304 298 301 300 
I measure my body Pearson Correlation 1 .470*' .408*' .267*' 
against media Sig. (2-tailed) .000 .000 .000 
N 305 299 302 301 
My body image is linked Pearson Correlation .470*' 1 .321*' .177*' 
to self worth Sig. (2-tailed) .000 .000 .002 
N 299 299 296 295 
Number of diets Pearson Correlation .408*' .321*' 1 .410*' 
Sig. (2-tailed) .000 .000 .000 
N 302 296 302 298 
I would consider myself ... Pearson Correlation .267*' .177*' .41 0*' 1 
Sig. (2-tailed ) .000 .002 .000 
N 301 295 298 301 
Number of hours of TV Pearson Correlation -.018 .051 -.009 -.032 
Sig. (2-tailed) .755 .378 .877 .580 
N 305 299 302 301 
Percentage of women Pearson Correlation .009 -.017 -.009 .057 
have med ia body type Sig. (2-tailed ) .876 .775 .872 .326 
N 304 298 301 300 
Percentage of models Pearson Correlation -.074 -. 150*' -.090 .048 
underweight Sig . (2-tailed) .196 .010 .120 .409 
N 303 297 300 299 
Percentage of population Pearson Correlation .031 .082 .048 -.038 
have model body Sig. (2-tailed) .595 .160 .406 .515 
N 302 296 299 298 
How often do you Pearson Correlation .285*' .149* .204* ' .145* 
purchase something Sig. (2-tailed) .000 .010 .000 .012 
based on ads N 303 297 300 299 
Average man's waist size Pearson Correlation -.077 -.088 -.084 -.019 
Sig. (2-tailed) .212 .157 .173 .758 
N 267 262 265 264 
Average woman's waist Pearson Correlation .024 .030 .014 -.078 
size Sig. (2-tailed) .690 .632 .825 .205 
N 270 264 268 267 
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Correlations 
Percentage of Percentage of 
women have Percentage of population 
Number of media body models have model 
hours of TV type underweight body 
Gender Pearson Correlation .096 .059 -.065 .119* 
Sig. (2-tailed) .097 .308 .259 .040 
N 302 301 300 299 
Age Pearson Correlation -.159*' -.119* .013 -.056 
Sig. (2-tailed) .006 .040 .821 .338 
N 298 297 296 295 
High School Pearson Correlation .178* -.221*' -.085 -.103 
Sig. (2-tailed) .002 .000 .140 .073 
N 303 302 301 300 
I worry about my Pearson Correlation -.058 -.047 -.034 .099 
appearance Sig. (2-tailed) .312 .410 .558 .087 
N 304 303 302 301 
I measure my body Pearson Correlation -.018 .009 -.074 .031 
against media Sig. (2-tailed) .755 .876 .196 .595 
N 305 304 303 302 
My body image is linked Pearson Correlation .051 -.017 -.150*' .082 
to self worth Sig. (2-tailed) .378 .775 .010 .160 
N 299 298 297 296 
Number of diets Pearson Correlation -.009 -.009 -.090 .048 
Sig. {2-tailed) .877 .872 .120 .406 
N 302 301 300 299 
I would consider myself ... Pearson Correlation -.032 .057 .048 -.038 
Sig. (2-tailed) .580 .326 .409 .515 
N 301 300 299 298 
Number of hours of TV Pearson Correlation 1 .035 -.117* .066 
Sig. (2-tailed) .549 .042 .252 
N 305 304 303 302 
Percentage of women Pearson Correlation .035 1 -.058 .584*' 
have media body type Sig. (2-tailed) .549 .315 .000 
N 304 304 303 302 
Percentage of models Pearson Correlation -.117* -.058 1 -.099 
underweight Sig. (2-tailed) .042 .315 .088 
N 303 303 303 301 
Percentage of population Pearson Correlation .066 .584*' -.099 1 
have model body Sig. (2-tailed) .252 .000 .088 
N 302 302 301 302 
How often do you Pearson Correlation .049 .033 -.053 .007 
purchase something Sig. (2-tailed) .393 .566 .355 .898 
based on ads N 303 302 301 300 
Average man's waist size Pearson Correlation .008 -.030 .072 -.039 
Sig. (2-tailed) .902 .630 .239 .527 
N 267 267 266 266 
Average woman's waist Pearson Correlation -.076 -.146* .135* -.076 
size Sig. (2-tailed) .210 .016 .027 .218 
N 270 269 268 267 
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Correlations 
How often do 
you purchase 
something 
based on ads 
Gender Pearson Correlation .003 
Sig. (2-tailed) .954 
N 300 
Age Pearson Correlation -.053 
Sig. (2-tailed) .366 
N 296 
High School Pearson Correlation .057 
Sig. (2-tailed) .324 
N 301 
I worry about my Pearson Correlation .225*' 
appearance Sig. (2-tailed) .000 
N 302 
I measure my body Pearson Correlation .285*' 
against media Sig. (2-tailed) .000 
N 303 
My body image is linked Pearson Correlation .149* 
to self worth Sig. (2-tailed) .010 
N 297 
Number of diets Pearson Correlation .204*' 
Sig. {2-tailed) .000 
N 300 
I would consider myself ... Pearson Correlation .145* 
Sig. (2-tailed) .012 
N 299 
Number of hours of TV Pearson Correlation .049 
Sig. (2-tailed) .393 
N 303 
Percentage of women Pearson Correlation .033 
have media body type Sig. (2-tailed) .566 
N 302 
Percentage of models Pearson Correlation -.053 
underweight Sig. {2-tailed) .355 
N 301 
Percentage of population Pearson Correlation .007 
have model body Sig. (2-tailed) .898 
N 300 
How often do you Pearson Correlation 1 
purchase something Sig. (2-tailed ) 
based on ads N 303 
Average man's waist size Pearson Correlation -.117 
Sig. (2-tailed) .057 
N 265 
Average woman's waist Pearson Correlation .044 
size Sig. (2-tailed) .475 
N 268 
**. Correlation is significant at the 0.01 level (2-tailed) . 
*. Correlation is significant at the 0.05 level (2-tailed). 
Average Average 
man's woman's 

















































I worry about 
my 
Gender Aqe High School appearance 
Gender Pearson Correlation a a a a 
Sig. (2-tailed) 
N 141 139 141 140 
Age Pearson Correlation a 1 .196* .096 
Sig. (2-tailed ) .021 .261 
N 139 139 139 138 
High School Pearson Correlation a .196* 1 .020 
Sig. (2-tailed ) .021 .818 
N 141 139 141 140 
I worry about my Pearson Correlation a .096 .020 1 
appearance Sig. (2-tailed) .261 .818 
N 140 138 140 140 
I measure my body Pearson Correlation a .112 .053 .416*' 
against media Sig. (2-tailed) .189 .533 .000 
N 141 139 141 140 
My body image is linked Pearson Correlation a .045 -.029 .472*' 
to self worth Sig. (2-tailed) .607 .734 .000 
N 137 136 137 136 
Number of diets Pearson Correlation a .055 .043 .348*' 
Sig. (2-tailed) .522 .613 .000 
N 139 137 139 138 
I would consider myself ... Pearson Correlation a .006 .005 .180* 
Sig. (2-tailed) .949 .950 .035 
N 139 137 139 138 
Number of hours of TV Pearson Correlation a -.120 .311 *' .029 
Sig. (2-tailed ) .161 .000 .732 
N 141 139 141 140 
Percentage of women Pearson Correlation a -.131 -.243* .142 
have media body type Sig. (2-tailed ) .125 .004 .094 
N 140 138 140 139 
Percentage of models Pearson Correlation a .063 -.081 .008 
underweight Sig. (2-tailed) .462 .345 .921 
N 139 137 139 138 
Percentage of population Pearson Correlation a -.123 -.134 .236*• 
have model body Sig. (2-tailed) .153 .117 .005 
N 138 136 138 137 
How often do you Pearson Correlation a -.039 .081 .248** 
purchase something Sig. (2-tailed) .650 .340 .003 
based on ads N 141 139 141 140 
Average man's waist size Pearson Correlation a .054 .088 -.069 
Sig. (2-tailed) .564 .344 .465 
N 117 115 117 116 
Average woman's waist Pearson Correlation a .219* -.031 -.006 
size Sig. (2-tailed) .012 .726 .948 




I measure my image is I would 
body against linked to Number of consider 
media self worth diets myself ... 
Gender Pearson Correlation a a a a 
Sig. {2-tailed) 
N 141 137 139 139 
Age Pearson Correlation .112 .045 .055 .006 
Sig. (2-tailed) .189 .607 .522 .949 
N 139 136 137 137 
High School Pearson Correlation .053 -.029 .043 .005 
Sig. (2-tailed) .533 .734 .613 .950 
N 141 137 139 139 
I worry about my Pearson Correlation .416*' .472*" .348*' .180* 
appearance Sig. (2-tailed) .000 .000 .000 .035 
N 140 136 138 138 
I measure my body Pearson Correlation 1 .422*' .517*' .412*" 
against media Sig. (2-tailed) .000 .000 .000 
N 141 137 139 139 
My body image is linked Pearson Correlation .422*' 1 .371 •• .270*' 
to self worth Sig. (2-tailed) .000 .000 .002 
N 137 137 135 135 
Number of diets Pearson Correlation .517*' .371 *' 1 .368*' 
Sig. (2-tailed) .000 .000 .000 
N 139 135 139 137 
I would consider myself ... Pearson Correlation .412*' .270*' .368*' 1 
Sig. (2-tailed) .000 .002 .000 
N 139 135 137 139 
Number of hours of TV Pearson Correlation .045 .077 .017 .003 
Sig. (2-tailed) .594 .371 .844 .974 
N 141 137 139 139 
Percentage of women Pearson Correlation .163 .067 .026 .101 
have media body type Sig. (2-tailed) .054 .436 .761 .239 
N 140 136 138 138 
Percentage of models Pearson Correlation .005 -.193* -.103 .049 
underweight Sig. (2-tailed) .949 .025 .232 .572 
N 139 135 137 137 
Percentage of population Pearson Correlation .155 .160 .153 .068 
have model body Sig. (2-tailed) .069 .065 .076 .432 
N 138 134 136 136 
How often do you Pearson Correlation .434*' .191 * .170* .073 
purchase something Sig. (2-tailed) .000 .025 .045 .396 
based on ads N 141 137 139 139 
Aver.age man's waist size Pearson Correlation -.133 -.037 -.057 .063 
Sig. (2-tailed) .151 .696 .546 .501 
N 117 114 115 115 
Average woman's waist Pearson Correlation .076 -.010 .071 -.090 
size Sig. (2-tailed) .388 .907 .424 .306 
N 132 128 130 130 
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Correlations 
Percentage of Percentage of 
women have Percentage of population 
Number of media body models have model 
hours of TV type underweight body 
Gender Pearson Correlation a a a a 
Sig. (2-tailed) 
N 141 140 139 138 
Age Pearson Correlation -.120 -.131 .063 -.123 
Sig. (2-tailed) .161 .125 .462 .153 
N 139 138 137 136 
High School Pearson Correlation .311*' -.243*' -.081 -.134 
Sig. (2-tailed} .000 .004 .345 .117 
N 141 140 139 138 
I worry about my Pearson Correlation .029 .142 .008 .236*' 
appearance Sig. (2-ta iled) .732 .094 .921 .005 
N 140 139 138 137 
I measure my body Pearson Correlation .045 .163 .005 .155 
against media Sig. (2-tailed) .594 .054 .949 .069 
N 141 140 139 138 
My body image is linked Pearson Correlation .077 .067 -.193* .160 
to self worth Sig. (2-tailed} .371 .436 .025 .065 
N 137 136 135 134 
Number of diets Pearson Correlation .017 .026 -.103 .153 
Sig. (2-tailed) .844 .761 .232 .076 
N 139 138 137 136 
I would consider myself ... Pearson Correlation .003 .101 .049 .068 
Sig. (2-tailed } .974 .239 .572 .432 
N 139 138 137 136 
Number of hours of TV Pearson Correlation 1 .004 -.141 .067 
Sig. (2-tailed} .966 .097 .435 
N 141 140 139 138 
Percentage of women Pearson Correlation .004 1 -.090 .639*' 
have media body type Sig. (2-tailed} .966 .290 .000 
N 140 140 139 138 
Percentage of models Pearson Correlation -.141 -.090 1 -.118 
underweight Sig. (2-tailed) .097 .290 .169 
N 139 139 139 137 
Percentage of population Pearson Correlation .067 .639*' -.118 1 
have model body Sig. (2-tailed) .435 .000 .169 
N 138 138 137 138 
How often do you Pearson Correlation .067 .134 .059 .123 
purchase something Sig. (2-tailed} .427 .115 .489 .152 
based on ads N 141 140 139 138 
Average man's waist size Pearson Correlation .032 -.114 -.009 -.220* 
Sig. (2-tailed) .735 .220 .924 .018 
N 117 117 116 116 
Average woman's waist Pearson Correlation -.083 -.159 .246*' -.141 
size Sig. (2-tailed) .345 .070 .005 .112 
N 132 131 130 129 
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Correlations 
How often do 
you purchase 
something 
based on ads 
Gender Pearson Correlation a 
Sig. (2-tailed) 
N 141 
Age Pearson Correlation -.039 
Sig. (2-tailed) .650 
N 139 
High School Pearson Correlation .081 
Sig. (2-tailed} .340 
N 141 
I worry about my Pearson Correlation .248*• 
appearance Sig. (2-tailed) .003 
N 140 
I measure my body Pearson Correlation .434•• 
against media Sig. (2-tailed) .000 
N 141 
My body image is linked Pearson Correlation .191* 
to self worth Sig. (2-tailed) .025 
N 137 
Number of diets Pearson Correlation .170* 
Sig. (2-tailed) .045 
N 139 
I wou ld consider myself ... Pearson Correlation .073 
Sig. (2-tailed) .396 
N 139 
Number of hours of TV Pearson Correlation .067 
Sig. (2-tailed) .427 
N 141 
Percentage of women Pearson Correlation .134 
have media body type Sig. (2-tailed) .115 
N 140 
Percentage of models Pearson Correlation .059 
underweight Sig. (2-tailed) .489 
N 139 
Percentage of population Pearson Correlation .123 
have model body Sig. (2-tailed) .152 
N 138 
How often do you Pearson Correlation 1 
purchase something Sig. (2-tailed) 
based on ads N 141 
Average man's waist size Pearson Correlation -.115 
Sig. (2-tailed) .217 
N 117 
Average woman's waist Pearson Correlation .230*' 
size Sig. (2-tailed} .008 
N 132 
*. Correlation is significant at the 0.05 level (2-tailed). 

































































































I worry about 
my 
Gender Age High School appearance 
Gender Pearson Correlation a a a a 
Sig. (2-tailed) 
N 161 158 161 161 
Age Pearson Correlation a 1 .038 .142 
Sig. (2-tailed) .638 .075 
N 158 158 158 158 
High School Pearson Correlation a .038 1 -.095 
Sig. (2-tailed) .638 .231 
N 161 158 161 161 
I worry about my Pearson Correlation a .142 -.095 1 
appearance Sig. (2-tailed) .075 .231 
N 161 158 161 161 
I measure my body Pearson Correlat ion a .205*' -.087 .485*' 
against media Sig. (2-tailed) .010 .275 .000 
N 161 158 161 161 
My body image is linked Pearson Correlation a .015 -.030 .501*' 
to self worth Sig. (2-tailed) .853 .710 .000 
N 159 156 159 159 
Number of diets Pearson Correlation a -.050 .050 .205* ' 
Sig. (2-tailed) .534 .531 .009 
N 160 157 160 160 
I would consider myself ... Pearson Correlat ion a -.064 .013 .097 
Sig. (2-tailed) .428 .866 .225 
N 159 156 159 159 
Number of hours of TV Pearson Correlation a -.213*' .074 -.084 
Sig. (2-tailed) .007 .348 .290 
N 161 158 161 161 
Percentage of women Pearson Correlation a -.122 -.190* -.170* 
have media body type Sig. (2-tailed) .127 .016 .031 
N 161 158 161 161 
Percentage of models Pearson Correlation a -.016 -.123 -.074 
underweight Sig. (2-tailed) .846 .119 .349 
N 161 158 161 161 
Percentage of population Pearson Correlation a -.029 -.034 .064 
have model body Sig. (2-tailed) .716 .671 .418 
N 161 158 161 161 
How often do you Pearson Correlation a -.064 .031 .220·· 
purchase something Sig. (2-tailed) .426 .699 .005 
based on ads N 159 156 159 159 
Average man's waist size Pearson Correlation a -.082 .008 -.049 
Sig. (2-tailed} .328 .925 .558 
N 147 144 147 147 
Average woman's waist Pearson Correlation a .033 .045 -.172* 
size Sig. (2-tailed) .711 .606 .047 




I measure my image is I would 
body against linked to Number of consider 
media self worth diets myself ... 
Gender Pearson Correlation a a a a 
Sig. (2-tailed) 
N 161 159 160 159 
Age Pearson Correlation .205*' .015 -.050 -.064 
Sig. (2-tailed) .010 .853 .534 .428 
N 158 156 157 156 
High School Pearson Correlation -.087 -.030 .050 .013 
Sig. (2-tailed) .275 .710 .531 .866 
N 161 159 160 159 
I worry about my Pearson Correlation .485*' .501*' .205*' .097 
appearance Sig. (2-tailed) .000 .000 .009 .225 
N 161 159 160 159 
I measure my body Pearson Correlation 1 .477*' .230*' .091 
against media Sig. (2-tailed) .000 .003 .253 
N 161 159 160 159 
My body image is linked Pearson Correlation .477*' 1 .232*' .067 
to self worth Sig. (2-tailed) .000 .003 .404 
N 159 159 158 157 
Number of diets Pearson Correlation .230*' . 232*' 1 .411 •• 
Sig. (2-tailed) .003 .003 .000 
N 160 158 160 158 
I would consider myself ... Pearson Correlation .091 .067 .411 *• 1 
Sig. (2-tailed) .253 .404 .000 
N 159 157 158 159 
Number of hours of TV Pearson Correlation -.034 .062 .012 -.034 
Sig. (2-tailed) .665 .441 .882 .671 
N 161 159 160 159 
Percentage of women Pearson Correlation -.099 -.076 -.020 .044 
have media body type Sig. (2-tailed) .210 .342 .801 .582 
N 161 159 160 159 
Percentage of models Pearson Correlation -.162* -.123 -.113 .032 
underweight Sig. (2-tailed) .040 .122 .154 .691 
N 161 159 160 159 
Percentage of population Pearson Correlation -.013 .066 .023 -.080 
have model body Sig. (2-tailed) .871 .412 .776 .319 
N 161 159 160 159 
How often do you Pearson Correlation .170* .110 .254*' .220·· 
purchase something Sig. (2-tailed) .033 .170 .001 .006 
based on ads N 159 157 158 157 
Average man's waist size Pearson Correlation .089 .037 -.084 -.078 
Sig. (2-tailed) .284 .662 .312 .349 
N 147 145 147 146 
Average woman's waist Pearson Correlation .005 .095 -.033 -.055 
size Sig. (2-tailed) .954 .279 .708 .530 
N 135 133 135 134 
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Correlations 
Percentage of Percentage of 
women have Percentage of population 
Number of media body models have model 
hours of TV type underweight body 
Gender Pearson Correlation a a a a 
Sig. (2-tailed) 
N 161 161 161 161 
Age Pearson Correlation -.213* ' -.122 -.016 -.029 
Sig. (2-tailed} .007 .127 .846 .716 
N 158 158 158 158 
High School Pearson Correlation .074 -.190* -.123 -.034 
Sig. (2-tailed) .348 .016 .119 .671 
N 161 161 161 161 
I worry about my Pearson Correlation -.084 -.170* -.074 .064 
appearance Sig. (2-tailed) .290 .031 .349 .418 
N 161 161 161 161 
I measure my body Pearson Correlation -.034 -.099 -.162* -.013 
against media Sig. (2-tailed) .665 .210 .040 .871 
N 161 161 161 161 
My body image is linked Pearson Correlation .062 -.076 -.123 .066 
to self worth Sig. (2-tailed) .441 .342 .122 .412 
N 159 159 159 159 
Number of diets Pearson Correlation .012 -.020 -.113 .023 
Sig. (2-tailed) .882 .801 .154 .776 
N 160 160 160 160 
I would consider myself ... Pearson Correlation -.034 .044 .032 -.080 
Sig. (2-tailed) .671 .582 .691 .319 
N 159 159 159 159 
Number of hours of TV Pearson Correlation 1 .049 -.089 .054 
Sig. (2-tailed) .541 .262 .499 
N 161 161 161 161 
Percentage of women Pearson Correlation .049 1 -.022 .558*' 
have media body type Sig. (2-tailed ) .541 .782 .000 
N 161 161 161 161 
Percentage of models Pearson Correlation -.089 -.022 1 -.075 
underweight Sig. (2-tailed) .262 .782 .342 
N 161 161 161 161 
Percentage of population Pearson Correlation .054 .558*' -.075 1 
have model body Sig. (2-tailed) .499 .000 .342 
N 161 161 161 161 
How often do you Pearson Correlation .038 -.055 -.150 -.073 
purchase something Sig. (2-tailed ) .635 .493 .060 .358 
based on ads N 159 159 159 159 
Average man's waist size Pearson Correlation -.080 .028 .083 .062 
Sig. (2-tailed} .335 .736 .320 .454 
N 147 147 147 147 
. Average woman's waist Pearson Correlation -.087 -.145 .024 -.014 
size Sig. (2-tailed) .317 .094 .780 .868 
N 135 135 135 135 
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Correlations 
How often do 
you purchase 
something 
based on ads 
Gender Pearson Correlation a 
Sig. (2-tailed) 
N 159 
Age Pearson Correlation -.064 
Sig. (2-tailed) .426 
N 156 
High School Pearson Correlation .031 
Sig. (2-tailed) .699 
N 159 
I worry about my Pearson Correlation .220·· 
appearance Sig. (2-tailed) .005 
N 159 
I measure my body Pearson Correlation .170* 
against media Sig. (2-tailed) .033 
N 159 
My body image is linked Pearson Correlation .110 
to self worth Sig. (2-tailed) .170 
N 157 
Number of diets Pe~rson Correlation .254*' 
Sig. (2-tailed) .001 
N 158 
I would cons ider myself ... Pearson Correlation .220*' 
Sig. (2-tailed ) .006 
N 157 
Number of hours of TV Pearson Correlation .038 
Sig. (2-tailed ) .635 
N 159 
Percentage of women Pearson Correlation -.055 
have media body type Sig. (2-tailed) .493 
N 159 
Percentage of models Pearson Correlation -.150 
underweight Sig. (2-tailed) .060 
N 159 
Percentage of population Pearson Correlation - .073 
have model body Sig. (2-tailed) .358 
N 159 
How often do you Pearson Correlation 1 
purchase something Sig. (2-tailed) 
based on ads N 159 
Average man's waist size Pearson Correlation -.165* 
Sig. (2-tailed) .047 
N 145 
Average woman's waist Pearson Correlation -.145 
size Sig. (2-tailed) .096 
N 133 
**. Correlation is significant at the 0.01 level (2-tailed) . 
































































































Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
I would consider myself . 
. . • I measure my body 301 98.7% 4 1.3% 305 100.0% 
against media 
I would consider myself ... * I measure my body against media Crosstabulation 
I measure my body against media 
Never Rarely Sometimes Often 
I would Severely underweight Count 2 1 0 0 
consider % within I would 
myself ... consider myself ... 50.0% 25 .0% .0% .0% 
% within I measure my 
2.8% .9% .0% .0% body against media 
% of Total .7% .3% .0% .0% 
Underweight Count 9 12 9 3 
% within I would 
27.3% 36.4% 27.3% 9.1% consider myself ... 
% within I measure my 
12.5% 10.7% 12.0% 10.3% body against media 
% of Total 3.0% 4.0% 3.0% 1.0% 
Just right Count 57 80 50 14 
% within I would 
27.9% 39.2% 24 .5% 6.9% consider myself ... 
% within I measure my 
79.2% 71.4% 66 .7% 48 .3% body against media 
% of Total 18.9% 26.6% 16.6% 4.7% 
Overweight Count 4 18 15 12 
% within I would 
7.1% 32.1% 26.8% 21.4% consider myself ... 
% within I measure my 
5.6% 16.1% 20 .0% 41.4% body against media 
% of Total 1.3% 6.0% 5.0% 4.0% 
Severely overweight Count 0 1 1 0 
% within I would 
.0% 25 .0% 25.0% .0% consider myself ... 
% within I measure my 
.0% .9% 1.3% .0% body against media 
% of Total .0% .3% .3% .0% 
Total Count 72 112 75 29 
% within I would 
23.9% 37.2% 24.9% 9.6% consider myself ... 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% ofTotal 23.9% 37.2% 24 .9% 9.6% 
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I would consider myself ... * I measure my body against media Crosstabulation 
I measure 
Very often Total 
I would Severely underweight Count 1 4 
consider % within I would 
myself ... consider myself ... 25.0% 100.0% 
% within I measure my 
7.7% 1.3% body against media 
% of Total .3% 1.3% 
Underweight Count 0 33 
% within I would 
.0% 100.0% consider myself ... 
% within I measure my 
.0% 11.0% body against media 
% of Total .0% 11.0% 
Just right Count 3 204 
% within I would 
1.5% 100.0% consider myself ... 
% within I measure my 
23.1% 67.8% body against media 
% of Total 1.0% 67.8% 
Overweight Count 7 56 
% within I would 
12.5% 100.0% consider myself ... 
% within I measure my 
53.8% 18.6% body against media 
% of Total 2.3% 18.6% 
Severely overwe ight Count 2 4 
% within I would 
50.0% 100.0% consider myself ... 
% within I measure my 
15.4% 1.3% body against media 
% of Total .7% 1.3% 
Total Count 13 301 
% within I would 
4.3% 100.0% consider myself ... 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-female 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
I would consider myself . 
. . * I measure my body 139 98.6% 2 1.4% 141 100.0% 
against media 
I would consider myself ... • I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
I would Severely underweight Count 1 0 0 0 
consider % within I would 
myself ... consider myself ... 100.0% .0% .0% .0% 
% within I measure my 
4.3% .0% .0% .0% body against media 
% of Total .7% .0% .0% .0% 
Underweight Count 3 4 4 0 
% within I would 
27.3% 36.4% 36.4% .0% consider myself ... 
% within I measure my 
13.0% 9.1% 8.5% .0% body against media 
% of Total 2.2% 2.9% 2.9% .0% 
Just right Count 19 32 29 8 
% within I would 
21.3% 36.0% 32.6% 9.0% consider myself ... 
% within I measure my 
82.6% 72.7% 61.7% 42 .1% body against media 
% of Total 13.7% 23.0% 20.9% 5.8% 
Overweight Count 0 7 13 11 
% within I would 
.0% 19.4% 36.1% 30.6% consider myself ... 
% within I measure my 
.0% 15.9% 27.7% 57.9% body against media 
% of Total .0% 5.0% 9.4% 7.9% 
Severely overwe ight Count 0 1 1 0 
% within I would 
.0% 50.0% 50.0% .0% consider myself ... 
% within I measure my 
.0% 2.3% 2.1% .0% body against media 
% of Total .0% .7% .7% .0% 
Total Count 23 44 47 19 
% within I would 
16.5% 31.7% 33.8% 13.7% consider myself ... 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 16.5% 31.7% 33.8% 13.7% 
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I would consider myself ... * I measure my body against media Crosstabulation 
I measure 
Very often Total 
I would Severely underweight Count 0 1 
consider % within I would 
myself ... consider myself ... .0% 100.0% 
% within I measure my 
.0% .7% body against media 
% of Total .0% .7% 
Underweight Count 0 11 
% within I would 
.0% 100.0% consider myself ... 
% within I measure my 
.0% 7.9% body against media 
% of Total .0% 7.9% 
Just right Count 1 89 
% within I would 
1.1% 100.0% consider myself ... 
% within I measure my 
16.7% 64.0% body against media 
% of Total .7% 64.0% 
Overweight Count 5 36 
% within I would 
13.9% 100.0% consider myself ... 
% within I measure my 
83.3% 25.9% body against media 
% of Total 3.6% 25.9% 
Severely overwe ight Count 0 2 
% within I would 
.0% 100.0% consider myself ... 
% within I measure my 
.0% 1.4% body against media 
% of Total .0% 1.4% 
Total Count 6 139 
% within I would 
4.3% 100.0% consider myself ... 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-male 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
I would consider myself . 
. . * I measure my body 159 98.8% 2 1.2% 161 100.0% 
against media 
I would consider myself ... * I measure my body against media Crosstabulation 
I measure my body against media 
Never Rarely Sometimes Often 
I would Severely underweight Count 1 1 0 0 
consider % within I would 
myself ... consider myself ... 33.3% 33.3% .0% .0% 
% within I measure my 
2.1% 1.5% .0% .0% body against media 
% of Total .6% .6% .0% .0% 
Underweight Count 6 8 5 3 
% within I would 
27.3% 36.4% 22.7% 13.6% consider myself ... 
% within I measure my 
12.5% 12.1% 17.9% 30.0% body against media 
% of Total 3.8% 5.0% 3.1% 1.9% 
Just right Count 37 46 21 6 
% within I would 
33.0% 41 .1% 18.8% 5.4% consider myself ... 
% within I measure my 
77.1% 69.7% 75.0% 60.0% body against media 
% of Total 23.3% 28.9% 13.2% 3.8% 
Overweight Count 4 11 2 1 
% with in I would 
20.0% 55.0% 10.0% 5.0% consider myself ... 
% with in I measure my 
8.3% 16.7% 7.1% 10.0% body against media 
% of Total 2.5% 6.9% 1.3% .6% 
Severely overwe ight Count 0 0 0 0 
% within I would 
.0% .0% .0% .0% consider myself ... 
% within I measure my 
.0% .0% .0% .0% body against media 
% of Total .0% .0% .0% .0% 
Total Count 48 66 28 10 
% within I would 
30.2% 41.5% 17.6% 6.3% consider myself ... 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 30.2% 41 .5% 17.6% 6.3% 
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I would consider myself ... * I measure my body against media Crosstabulation 
I measure 
Very often Total 
I would Severely underweight Count 1 3 
consider % within I would 
myself ... consider myself. .. 33.3% 100.0% 
% within I measure my 
14.3% 1.9% body against media 
% of Total .6% 1.9% 
Underweight Count 0 22 
% within I would 
.0% 100.0% consider myself ... 
% within I measure my 
.0% 13.8% body against media 
% of Total .0% 13.8% 
Just right Count 2 112 
% within I would 
1.8% 100.0% consider myself ... 
% within I measure my 
28.6% 70.4% body against media 
% of Total 1.3% 70.4% 
Overweight Count 2 20 
% within I would 
10.0% 100.0% consider myself ... 
% within I measure my 
28.6% 12.6% body against media 
% of Total 1.3% 12.6% 
Severely overweight Count 2 2 
% within I would 
100.0% 100.0% consider myself ... 
% within I measure my 
28.6% 1.3% body against media 
% of Total 1.3% 1.3% 
Total Count 7 159 
% within I would 
4.4% 100.0% consider myself. .. 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.4% 100.0% 
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Case Processing Summary 
Cases 
Valid Missino Total 
N Percent N Percent N Percent 
Number of diets * I 
measure my body 302 99.0% 3 1.0% 305 100.0% 
against media 
Number of diets * I measure my body against media Crosstabulation 
I measure my body a!,lainst media 
Never Rarely Sometimes Often 
Number .00 Count 60 78 41 14 
of diets % within Number of diets 30.6% 39.8% 20.9% 7.1% 
% within I measure my 
84.5% 69.6% 54.7% 45 .2% body against media 
% of Total 19.9% 25.8% 13.6% 4.6% 
1.00 Count 5 22 17 5 
% within Number of diets 10.2% 44.9% 34.7% 10.2% 
% within I measure my 
7.0% 19.6% 22.7% 16.1% body against media 
% of Total 1.7% 7.3% 5.6% 1.7% 
2.00 Count 5 7 9 5 
% within Number of diets 18.5% 25.9% 33.3% 18.5% 
% within I measure my 
7.0% 6.3% 12.0% 16.1% body against media 
% of Total 1.7% 2.3% 3.0% 1.7% 
3.00 Count 0 2 3 5 
% within Number of diets .0% 14.3% 21.4% 35.7% 
% within I measure my 
.0% 1.8% 4.0% 16.1% body against media 
% of Total .0% .7% 1.0% 1.7% 
4.00 Count 1 3 5 2 
% within Number of diets 6.7% 20.0% 33.3% 13.3% 
% within I measure my 
1.4% 2.7% 6.7% 6.5% body against media 
% of Total .3% 1.0% 1.7% .7% 
5.00 Count 0 0 0 0 
% within Number of diets .0% .0% .0% .0% 
% within I measure my 
.0% .0% .0% .0% body against media 
% of Total .0% .0% .0% .0% 
Total Count 71 112 75 31 
% within Number of diets 23.5% 37.1% 24.8% 10.3% 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 23.5% 37.1% 24.8% 10.3% 
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Number of diets * I measure my body against media Crosstabulation 
I measure 
Verv often Total 
Number .00 Count 3 196 
of diets % within Number of diets 1.5% 100.0% 
% within I measure my 
23.1% 64.9% body against media 
% of Total 1.0% 64.9% 
1.00 Count 0 49 
% within Number of diets .0% 100.0% 
% within I measure my 
.0% 16.2% body against media 
% of Total .0% 16.2% 
2.00 Count 1 27 
% within Number of diets 3.7% 100.0% 
% within I measure my 
7.7% 8.9% body against media 
% of Total .3% 8.9% 
3.00 Count 4 14 
% within Number of diets 28.6% 100.0% 
% within I measure my 
30.8% 4.6% body against media 
% of Total 1.3% 4.6% 
4.00 Count 4 15 
% within Number of diets 26.7% 100.0% 
% within I measure my 
30.8% 5.0% body against media 
% of Total 1.3% 5.0% 
5.00 Count 1 1 
% within Number of diets 100.0% 100.0% 
% within I measure my 
7.7% .3% body against media 
% of Total .3% .3% 
Total Count 13 302 
% within Number of diets 4.3% 100.0% 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-male 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
Number of diets * I 
measure my body 160 99.4% 1 .6% 161 100.0% 
against media 
Number of diets * I measure my body against media Crosstabulation 
I measure mv bodv aqainst media 
Never Rarely Sometimes Often 
Number .00 Count 41 47 24 8 
of diets % within Number of diets 33.3% 38.2% 19.5% 6.5% 
% within I measure my 
87.2% 71.2% 82.8% 72.7% body against media 
% of Total 25.6% 29.4% 15.0% 5.0% 
1.00 Count 2 13 3 2 
% within Number of diets 10.0% 65.0% 15.0% 10.0% 
% within I measure my 
4.3% 19.7% 10.3% 18.2% body against media 
% of Total 1.3% 8.1% 1.9% 1.3% 
2.00 Count 3 3 1 1 
% within Number of diets 37.5% 37.5% 12.5% 12.5% 
% within I measure my 
6.4% 4.5% 3.4% 9.1% body against media 
% of Total 1.9% 1.9% .6% .6% 
3.00 Count 0 0 0 0 
% within Number of diets .0% .0% .0% .0% 
% within I measure my 
.0% .0% .0% .0% body against media 
% of Total .0% .0% .0% .0% 
4.00 Count 1 3 1 0 
% within Number of diets 16.7% 50.0% 16.7% .0% 
% within I measure my 
2.1% 4.5% 3.4% .0% body against media 
% of Total .6% 1.9% .6% .0% 
5.00 Count 0 0 0 0 
% within Number of diets .0% .0% .0% .0% 
% within I measure my 
.0% .0% .0% .0% body against media 
% of Total .0% .0% .0% .0% 
Total Count 47 66 29 11 
% within Number of diets 29.4% 41.3% 18.1% 6.9% 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 29.4% 41.3% 18.1% 6.9% 
Page 1 
Number of diets * I measure my body against media Crosstabulation 
I measure 
Very often Total 
Number .00 Count 3 123 
of diets % within Number of diets 2.4% 100.0% 
% within I measure my 
42.9% 76.9% body against media 
% of Total 1.9% 76.9% 
1.00 Count 0 20 
% within Number of diets .0% 100.0% 
% within I measure my 
.0% 12.5% body against media 
% of Total .0% 12.5% 
2.00 Count 0 8 
% within Number of diets .0% 100.0% 
% within I measure my 
.0% 5.0% body against media 
% of Total .0% 5.0% 
3.00 Count 2 2 
% within Number of diets 100.0% 100.0% 
% within I measure my 
28.6% 1.3% body against media 
% of Total 1.3% 1.3% 
4.00 Count 1 6 
% within Number of diets 16.7% 100.0% 
% within I measure my 
14.3% 3.8% body against media 
% of Total .6% 3.8% 
5.00 Count 1 1 
% within Number of diets 100.0% 100.0% 
% within I measure my 
14.3% .6% body against media 
% of Total .6% .6% 
Total Count 7 160 
% within Number of diets 4.4% 100.0% 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.4% 100.0% 
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Crosstabs-female 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
Number of diets * I 
measure my body 139 98.6% 2 1.4% 141 100.0% 
against media 
Number of diets * I measure my body against media Crosstabulation 
I measure my body against media 
Never Rarely Sometimes Often 
Number .00 Count 18 30 17 6 
of diets % within Number of diets 25.4% 42.3% 23.9% 8.5% 
% within I measure my 
78.3% 68.2% 37.0% 30.0% body against media 
% of Total 12.9% 21.6% 12.2% 4.3% 
1.00 Count 3 8 14 3 
% within Number of diets 10.7% 28.6% 50.0% 10.7% 
% within I measure my 
13.0% 18.2% 30.4% 15.0% body against media 
% of Total 2.2% 5.8% 10.1% 2.2% 
2.00 Count 2 4 8 4 
% within Number of diets 10.5% 21.1% 42 .1% 21.1% 
% within I measure my 
8.7% 9.1% 17.4% 20.0% body against media 
% of Total 1.4% 2.9% 5.8% 2.9% 
3.00 Count 0 2 3 5 
% within Number of diets .0% 16.7% 25.0% 41 .7% 
% within I measure my 
.0% 4.5% 6.5% 25 .0% body against media 
% of Total .0% 1.4% 2.2% 3.6% 
4.00 Count 0 0 4 2 
% with in Number of diets .0% .0% 44.4% 22.2% 
% within I measure my 
.0% .0% 8.7% 10.0% body against media 
% of Total .0% .0% 2.9% 1.4% 
Total Count 23 44 46 20 
% within Number of diets 16.5% 31.7% 33.1% 14.4% 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 16.5% 31.7% 33.1% 14.4% 
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Number of diets * I measure my body against media Crosstabulation 
I measure 
Very often Total 
Number .00 Count 0 71 
of diets % within Number of diets .0% 100.0% 
% within I measure my 
.0% 51.1% body against media 
% of Total .0% 51.1% 
1.00 Count 0 28 
% within Number of diets .0% 100.0% 
% within I measure my 
.0% 20.1% body against media 
% of Total .0% 20.1% 
2.00 Count 1 19 
% within Number of diets 5.3% 100.0% 
% within I measure my 
16.7% 13.7% body against media 
% of Total .7% 13.7% 
3.00 Count 2 12 
% within Number of diets 16.7% 100.0% 
% within I measure my 
33.3% 8.6% body against media 
% of Total 1.4% 8.6% 
4.00 Count 3 9 
% within Number of diets 33.3% 100.0% 
% within I measure my 
50.0% 6.5% body against media 
% of Total 2.2% 6.5% 
Total Count 6 139 
% within Number of diets 4.3% 100.0% 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-total 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
How often do you 
purchase something 
based on ads * I 303 99.3% 2 .7% 305 100.0% 
measure my body 
against media 
How often do you purchase something based on ads * I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
How often do Never Count 11 10 7 2 
you purchase % within How often do 
someth ing based you purchase something 35.5% 32.3% 22.6% 6.5% 
on ads based on ads 
% within I measure my 
15.3% 9.0% 9.2% 6.5% body against media 
% ofTotal 3.6% 3.3% 2.3% .7% 
Rarely Count 37 52 31 9 
% within How often do 
you purchase something 28.0% 39.4% 23.5% 6.8% 
based on ads 
% within I measure my 
51.4% 46.8% 40.8% 29.0% body against media 
% of Total 12.2% 17.2% 10.2% 3.0% 
Sometimes Count 20 40 26 12 
% within How often do 
you purchase something 20.0% 40.0% 26.0% 12.0% 
based on ads 
% with in I measure my 
27.8% 36.0% 34.2% 38.7% body against media 
% of Total 6.6% 13.2% 8.6% 4.0% 
Often Count 4 9 11 8 
% with in How often do 
you purchase something 11.4% 25.7% 31.4% 22.9% 
based on ads 
% within I measure my 
5.6% 8.1% 14.5% 25.8% body against media 
% of Total 1.3% 3.0% 3.6% 2.6% 
Very often Count 0 0 1 0 
% within How often do 
you purchase something .0% .0% 20.0% .0% 
based on ads 
% within I measure my 
.0% .0% 1.3% .0% body against media 
% of Total .0% .0°/~ .3% .0% 
Total Count 72 111 76 31 
% within How often do 
you purchase something 23.8% 36.6% 25.1% 10.2% 
based on ads 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 23.8% 36.6% 25.1% 10.2% 
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How often do you purchase something based on ads * I measure my body against media Crosstabulation 
I measure 
Very often Total 
How often do Never Count 1 31 
you purchase % within How often do 
something based you purchase something 3.2% 100.0% 
on ads based on ads 
% within I measure my 
7.7% 10.2% body against media 
% ofTotal .3% 10.2% 
Rarely Count 3 132 
% within How often do 
you purchase something 2.3% 100.0% 
based on ads 
% within I measure my 
23.1% 43 .6% body against media 
% of Total 1.0% 43.6% 
Sometimes Count 2 100 
% within How often do 
you purchase something 2.0% 100.0% 
based on ads 
% within I measure my 
15.4% 33.0% body against media 
% of Total .7% 33.0% 
Often Count 3 35 
% within How often do 
you purchase something 8.6% 100.0% 
based on ads 
% within I measure my 
23.1% 11.6% body against media 
% of Total 1.0% 11.6% 
Very often Count 4 5 
% within How often do 
you purchase something 80.0% 100.0% 
based on ads 
% within I measure my 
30.8% 1.7% body against media 
% of Total 1.3% 1.7% 
Total Count 13 303 
% within How often do 
you purchase something 4.3% 100.0% 
based on ads 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-male 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
How often do you 
purchase something 
based on ads • I 159 98 .8% 2 1.2% 161 100.0% 
measure my body 
against media 
How often do you purchase something based on ads * I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
How often do Never Count 7 3 2 2 
you purchase % within How often do 
something based you purchase something 46.7% 20.0% 13.3% 13.3% 
on ads based on ads 
% within I measure my 
14.6% 4.6% 7.1% 18.2% body against media 
% of Total 4.4% 1.9% 1.3% 1.3% 
Rarely Count 21 34 11 4 
% within How often do 
you purchase something 29.2% 47.2% 15.3% 5.6% 
based on ads 
% within I measure my 
43.8% 52.3% 39.3% 36.4% body against media 
% of Total 13.2% 21.4% 6.9% 2.5% 
Sometimes Count 16 21 11 2 
% within How often do 
you purchase something 31.4% 41 .2% 21.6% 3.9% 
based on ads 
% within I measure my 
33.3% 32.3% 39.3% 18.2% body against media 
% of Total 10.1% 13.2% 6.9% 1.3% 
Often Count 4 7 3 3 
% within How often do 
you purchase something 22.2% 38.9% 16.7% 16.7% 
based on ads 
% within I measure my 
8.3% 10.8% 10.7% 27.3% body against media 
% of Total 2.5% 4.4% 1.9% 1.9% 
Very often Count 0 0 1 0 
% within How often do 
you purchase something .0% .0% 33.3% .0% 
based on ads 
% within I measure my 
.0% .0% 3.6% .0% body against media 
% of Total .0% .0% .6% .0% 
Total Count 48 65 28 11 
% within How often do 
you purchase something 30.2% 40 .9% 17.6% 6.9% 
based on ads 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 30.2% 40 .9% 17.6% 6.9% 
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How often do you purchase something based on ads * I measure my body against media Crosstabulation 
I measure 
Very often Total 
How often do Never Count 1 15 
you purchase % within How often do 
something based you purchase something 6.7% 100.0% 
on ads based on ads 
% within I measure my 
14.3% 9.4% body against media 
% of Total .6% 9.4% 
Rarely Count 2 72 
% within How often do 
you purchase something 2.8% 100.0% 
based on ads 
% within I measure my 
28.6% 45.3% body against media 
% of Total 1.3% 45.3% 
Sometimes Count 1 51 
% within How often do 
you purchase something 2.0% 100.0% 
based on ads 
% within I measure my 
14.3% 32.1% body against media 
% of Total .6% 32.1% 
Often Count 1 18 
% within How often do 
you purchase something 5.6% 100.0% 
based on ads 
% within I measure my 
14.3% 11.3% body against media 
% of Total .6% 11.3% 
Very often Count 2 3 
% within How often do 
you purchase something 66.7% 100.0% 
based on ads 
% within I measure my 
28.6% 1.9% body against media 
% of Total 1.3% 1.9% 
Total Count 7 159 
% within How often do 
you purchase something 4.4% 100.0% 
based on ads 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.4% 100.0% 
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Crosstabs-female 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
How often do you 
purchase something 
based on ads * I 141 100.0% 0 .0% 141 100.0% 
measure my body 
against media 
How often do you purchase something based on ads * I measure my body against media Crosstabulation 
I measure my body against media 
Never Rarely Sometimes Often 
How often do Never Count 4 7 5 0 
you purchase % within How often do 
something based you purchase something 25.0% 43 .8% 31.3% .0% 
on ads based on ads 
% within I measure my 
17.4% 15.9% 10.4% .0% body against media 
% of Total 2.8% 5.0% 3.5% .0% 
Rarely Count 15 17 20 5 
% within How often do 
you purchase something 25.9% 29 .3% 34.5% 8.6% 
based on ads 
% within I measure my 
65.2% 38.6% 41.7% 25.0% body against media 
% of Total 10.6% 12.1% 14.2% 3.5% 
Sometim es Count 4 19 15 10 
% within How often do 
you purchase something 8.2% 38.8% 30.6% 20.4% 
based on ads 
% within I measure my 
17.4% 43 .2% 31.3% 50.0% body against media 
% of Total 2.8% 13.5% 10.6% 7.1% 
Often Count 0 1 8 5 
% within How often do 
you purchase something .0% 6.3% 50.0% 31.3% 
based on ads 
% within I measure my 
.0% 2.3% 16.7% 25.0% body against media 
% of Total .0% .7% 5.7% 3.5% 
Very often Count 0 0 0 0 
% within How often do 
you purchase something .0% .0% .0% .0% 
based on ads 
% within I measure my 
.0% .0% .0% .0% body against media 
% of Total .0% .0% .0% .0% 
Total Count 23 ·44 48 20 
% within How often do 
you purchase something 16.3% 31.2% 34.0% 14.2% 
based on ads 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 16.3% 31.2% 34.0% 14.2% 
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How often do you purchase something based on ads " I measure my body against media Crosstabulation 
I measure 
Very often Total 
How often do Never Count 0 16 
you purchase % within How often do 
something based you purchase something .0% 100.0% 
on ads based on ads 
% within I measure my 
.0% 11.3% body against media 
% of Total .0% 11.3% 
Rarely Count 1 58 
% within How often do 
you purchase something 1.7% 100.0% 
based on ads 
% within I measure my 
16.7% 41.1% body against media 
% of Total .7% 41.1% 
Sometimes Count 1 49 
% within How often do 
you purchase something 2.0% 100.0% 
based on ads 
% within I measure my 
16.7% 34.8% body against media 
% of Total .7% 34.8% 
Often Count 2 16 
% with in How often do 
you purchase something 12.5% 100.0% 
based on ads 
% within I measure my 
33.3% 11.3% body against media 
% of Total 1.4% 11.3% 
Very often Count 2 2 
% within How often do 
you purchase something 100.0% 100.0% 
based on ads 
% within I measure my 
33.3% 1.4% body against media 
% of Total 1.4% 1.4% 
Total Count 6 141 
% within How often do 
you purchase something 4.3% 100.0% 
based on ads 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-total 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
My body image is linked 
to self worth * I measure 299 98.0% 6 2.0% 305 100.0% 
my body against media 
My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure mv body aoainst media 
Never Rarely Sometimes Often 
My body Not at all Count 19 10 2 0 
image is % within My body image 
61.3% 32.3% 6.5% .0% linked to is linked to self worth 
self worth % within I measure my 
body against media 27.1% 9.2% 2.6% .0% 
% of Total 6.4% 3.3% .7% .0% 
Not very closely Count 22 28 10 4 
% within My body image 
33.8% 43.1% 15.4% 6.2% is linked to self worth 
% within I measure my 
31.4% 25.7% 13.0% 13.3% body against media 
% of Total 7.4% 9.4% 3.3% 1.3% 
Neutral Count 21 51 38 11 
% within My body image 
17.4% 42 .1% 31.4% 9.1% is linked to self worth 
% within I measure my 
30.0% 46 .8% 49.4% 36.7% body against media 
% of Total 7.0% 17.1% 12.7% 3.7% 
Somewhat closely Count 6 16 22 13 
% within My body image 
9.8% 26.2% 36.1% 21.3% is linked to self worth 
% within I measure my 
8.6% 14.7% 28.6% 43 .3% body against media 
% of Total 2.0% 5.4% 7.4% 4.3% 
Very Closely Count 2 4 5 2 
% within My body image 
9.5% 19.0% 23 .8% 9.5% is linked to self worth 
% within I measure my 
2.9% 3.7% 6.5% 6.7% body against media 
% of Total .7% 1.3% 1.7% .7% 
Total Count 70 109 77 30 
% within My body image 
23.4% 36.5% 25.8% 10.0% is linked to self worth 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 23.4% 36.5% 25 .8% 10.0% 
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My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure 
Very often Total 
My body Not at all Count 0 31 
image is % within My body image 
.0% 100.0% linked to is linked to self worth 
self worth % within I measure my 
body against media .0% 10.4% 
% of Total .0% 10.4% 
Not very closely Count 1 65 
% within My body image 
1.5% 100.0% is linked to self worth 
% within I measure my 
7.7% 21.7% body against media 
% of Total .3% 21.7% 
Neutral Count 0 121 
% within My body image 
.0% 100.0% is linked to self worth 
% within I measure my 
.0% 40.5% body against media 
% of Total .0% 40.5% 
Somewhat closely Count 4 61 
% within My body image 
6.6% 100.0% is linked to self worth 
% within I measure my 
30.8% 20.4% body against media 
% of Total 1.3% 20.4% 
Very Closely Count 8 21 
% within My body image 
38.1% 100.0% is linked to self worth 
% within I measure my 
61.5% 7.0% body against media 
% of Total 2.7% 7.0% 
Total Count 13 299 
% within My body image 
4.3% 100.0% is linked to self worth 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-male 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
My body image is linked 
to self worth * I measure 159 98.8% 2 1.2% 161 100.0% 
my body against media 
My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
My body Not at all Count 14 6 2 0 
image is % within My body image 
63.6% 27.3% 9.1% .0% linked to is linked to self worth 
self worth % within I measure my 
body against media 29.8% 9.2% 6.9% .0% 
% of Total 8.8% 3.8% 1.3% .0% 
Not very closely Count 13 16 3 3 
% within My body image 
36.1% 44.4% 8.3% 8.3% is linked to self worth 
% within I measure my 
27.7% 24.6% 10.3% 27.3% body against media 
% of Total 8.2% 10.1% 1.9% 1.9% 
Neutral Count 15 34 12 2 
% within My body image 
23.8% 54.0% 19.0% 3.2% is linked to self worth 
% within I measure my 
31.9% 52.3% 41.4% 18.2% body against media 
% of Total 9.4% 21.4% 7.5% 1.3% 
Somewhat closely Count 4 8 11 5 
% within My body image 
14.3% 28.6% 39.3% 17.9% is linked to self worth 
% within I measure my 
8.5% 12.3% 37.9% 45.5% body against media 
% of Total 2.5% 5.0% 6.9% 3.1% 
Very Closely Count 1 1 1 1 
% within My body image 
10.0% 10.0% 10.0% 10.0% is linked to self worth 
% within I measure my 
2.1% 1.5% 3.4% 9.1% body against media 
% of Total .6% .6% .6% .6% 
Total Count 47 65 29 11 
% within My body image 
29.6% 40.9% 18.2% 6.9% is linked to self worth 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 29.6% 40.9% 18.2% 6.9% 
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My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure 
Very often Total 
My body Not at all Count 0 22 
image is % within My body image 
.0% 100.0% linked to is linked to self worth 
self worth % within I measure my 
body against media .0% 13.8% 
% of Total .0% 13.8% 
Not very closely Count 1 36 
% within My body image 
2.8% 100.0% is linked to self worth 
% within I measure my 
14.3% 22.6% body against media 
% of Total .6% 22.6% 
Neutral Count 0 63 
% within My body image 
.0% 100.0% is linked to self worth 
% within I measure my 
.0% 39.6% body against media 
% of Total .0% 39.6% 
Somewhat closely Count 0 28 
% within My body image 
.0% 100.0% is linked to self worth 
% within I measure my 
.0% 17.6% body against media 
% of Total .0% 17.6% 
Very Closely Count 6 10 
% within My body image 
60.0% 100.0% is linked to self worth 
% within I measure my 
85.7% 6.3% body against media 
% of Total 3.8% 6.3% 
Total Count 7 159 
% within My body image 
4.4% 100.0% is linked to self worth 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.4% 100.0% 
Page 2 
Crosstabs-female 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
My body image is linked 
to self worth * I measure 137 97.2% 4 2.8% 141 100.0% 
my body against media 
My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure mv bodv aqainst media 
Never Rarely Sometimes Often 
My body Not at all Count 4 4 0 0 
image is % within My body image 
50.0% 50.0% .0% .0% linked to is linked to self worth 
self worth % within I measure my 
body against media 18.2% 9.5% .0% .0% 
% of Total 2.9% 2.9% .0% .0% 
Not very closely Count 9 11 7 1 
% within My body image 
32.1% 39.3% 25.0% 3.6% is linked to self worth 
% within I measure my 
40 .9% 26.2% 14.6% 5.3% body against media 
% of Total 6.6% 8.0% 5.1% .7% 
Neutral Count 6 16 26 9 
% with in My body image 
10.5% 28.1% 45 .6% 15.8% is linked to self worth 
% with in I measure my 
27.3% 38.1% 54.2% 47.4% body against media 
% of Tota l 4.4% 11.7% 19.0% 6.6% 
Somewhat closely Count 2 8 11 8 
% with in My body image 
6.1% 24.2% 33.3% 24.2% is linked to self worth 
% with in I measure my 
9.1% 19.0% 22.9% 42.1% body against media 
% of Total 1.5% 5.8% 8.0% 5.8% 
Very Closely Count 1 3 4 1 
% with in My body image 
9.1% 27.3% 36.4% 9.1% is linked to self worth 
% within I measure my 
4.5% 7.1% 8.3% 5.3% body against media 
% of Total .7% 2.2% 2.9% .7% 
Total Count 22 42 48 19 
% within My body image 
16.1% 30.7% 35.0% 13.9% is linked to self worth 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 16.1% 30.7% 35.0% 13.9% 
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My body image is linked to self worth * I measure my body against media Crosstabulation 
I measure 
Very often Total 
My body Not at all Count 0 8 
image is % within My body image 
.0% 100.0% linked to is linked to self worth 
self worth % within I measure my 
body against media .0% 5.8% 
% of Total .0% 5.8% 
Not very closely Count 0 28 
% within My body image 
.0% 100.0% is linked to self worth 
% within I measure my 
.0% 20.4% body against media 
% of Total .0% 20.4% 
Neutral Count 0 57 
% within My body image 
.0% 100.0% is linked to self worth 
% within I measure my 
.0% 41.6% body against media 
% of Total .0% 41.6% 
Somewhat closely Count 4 33 
% within My body image 
12.1% 100.0% is linked to self worth 
% within I measure my 
66.7% 24.1% body against media 
% of Total 2.9% 24.1% 
Very Closely Count 2 11 
% within My body image 
18.2% 100.0% is linked to self worth 
% within I measure my 
33.3% 8.0% body against media 
% of Total 1.5% 8.0% 
Total Count 6 137 
% within My body image 
4.4% 100.0% is linked to self worth 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.4% 100.0% 
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Crosstabs-total 
Case Processing Summary 
Cases 
Valid Missinq Total 
N Percent N Percent N Percent 
I worry about my 
appearance * I measure 304 99.7% 1 .3% 305 100.0% 
my body against media 
I worry about my appearance * I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
I worry about Never Count 7 2 0 1 
my appearance % within I worry about 
70.0% 20.0% .0% 10.0% my appearance 
% within I measure my 
9.7% 1.8% .0% 3.2% body against media 
% of Total 2.3% .7% .0% .3% 
Rarely Count 21 18 3 1 
% within I worry about 
48.8% 41.9% 7.0% 2.3% my appearance 
% within I measure my 
29.2% 16.2% 3.9% 3.2% body against media 
% of Total 6.9% 5.9% 1.0% .3% 
Sometimes Count 35 56 39 9 
% within I worry about 
25.2% 40.3% 28.1% 6.5% my appearance 
% within I measure my 
48.6% 50.5% 50.6% 29.0% body against media 
% of Total 11.5% 18.4% 12.8% 3.0% 
Often Count 6 29 28 14 
% within I worry about 
7.5% 36.3% 35.0% 17.5% my appearance 
% within I measure my 
8.3% 26.1% 36.4% 45.2% body against media 
% of Total 2.0% 9.5% 9.2% 4.6% 
Very often Count 3 6 7 6 
% within I worry about 
9.4% 18.8% 21.9% 18.8% my appearance 
% within I measure my 
4.2% 5.4% 9.1% 19.4% body against media 
% of Total 1.0% 2.0% 2.3% 2.0% 
Total Count 72 111 77 31 
% within I worry about 
23.7% 36.5% 25.3% 10.2% my appearance 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 23.7% 36.5% 25.3% 10.2% 
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I worry about my appearance* I measure my body against media Crosstabulation 
I measure 
Very often Total 
I worry about Never Count 0 10 
my appearance % within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 3.3% body against media 
% of Total .0% 3.3% 
Rarely Count 0 43 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 14.1% body against media 
% of Total .0% 14.1% 
Sometimes Count 0 139 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 45.7% body against media 
% of Total .0% 45.7% 
Often Count 3 80 
% within I worry about 
3.8% 100.0% my appearance 
% within I measure my 
23.1% 26.3% body against media 
% of Total 1.0% 26.3% 
Very often Count 10 32 
% within I worry about 
31.3% 100.0% my appearance 
% within I measure my 
76.9% 10.5% body against media 
% of Total 3.3% 10.5% 
Total Count 13 304 
% within I worry about 
4.3% 100.0% my appearance 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-female 
Case Processing Summary 
Cases 
Valid MissinQ Total 
N Percent N Percent N Percent 
I worry about my 
appearance * I measure 140 99.3% 1 .7% 141 100.0% 
my body against media 
I worry about my appearance * I measure my body against media Crosstabulation 
I measure my body against media 
Never Rarely Sometimes Often 
I worry about Never Count 1 1 0 0 
my appearance % within I worry about 
50.0% 50.0% .0% .0% my appearance 
% within I measure my 
4.3% 2.3% .0% .0% body against media 
% of Total .7% .7% .0% .0% 
Rarely Count 5 2 2 1 
% within I worry about 
50.0% 20.0% 20.0% 10.0% my appearance 
% within I measure my 
21.7% 4.7% 4.2% 5.0% body against media 
% of Total 3.6% 1.4% 1.4% .7% 
Sometimes Count 12 24 22 4 
% with in I worry about 
19.4% 38.7% 35.5% 6.5% my appearance 
% within I measure my 
52.2% 55.8% 45.8% 20.0% body against media 
% of Total 8.6% 17.1% 15.7% 2.9% 
Often Count 4 13 19 12 
% within I worry about 
8.0% 26.0% 38.0% 24.0% my appearance 
% with in I measure my 
17.4% 30.2% 39.6% 60.0% body against media 
% of Total 2.9% 9.3% 13.6% 8.6% 
Very often Count 1 3 5 3 
% within I worry about 
6.3% 18.8% 31.3% 18.8% my appearance 
% within I measure my 
4.3% 7.0% 10.4% 15.0% body against media 
% of Total .7% 2.1% 3.6% 2.1% 
Total Count 23 43 48 20 
% within I worry about 
16.4% 30.7% 34.3% 14.3% my appearance 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 16.4% 30.7% 34.3% 14.3% 
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I worry about my appearance* I measure my body against media Crosstabulation 
I measure 
Very often Total 
I worry about Never Count 0 2 
my appearance % within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 1.4% body against media 
% of Total .0% 1.4% 
Rarely Count 0 10 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 7.1% body against media 
% of Total .0% 7.1% 
Sometimes Count 0 62 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 44.3% body against media 
% of Total .0% 44.3% 
Often Count 2 50 
% within I worry about 
4.0% 100.0% my appearance 
% within I measure my 
33.3% 35.7% body against media 
% of Total 1.4% 35.7% 
Very often Count 4 16 
% within I worry about 
25.0% 100.0% my appearance 
% within I measure my 
66.7% 11.4% body against media 
% of Total 2.9% 11.4% 
Total Count 6 140 
% within I worry about 
4.3% 100.0% my appearance 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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Crosstabs-male 
Case Processing Summary 
Cases 
Valid Missina Total 
N Percent N Percent N Percent 
I worry about my 
appearance * I measure 161 100.0% 0 .0% 161 100.0% 
my body against media 
I worry about my appearance* I measure my body against media Crosstabulation 
I measure my body aqainst media 
Never Rarely Sometimes Often 
I worry about Never Count 5 1 0 1 
my appearance % within I worry about 
71.4% 14.3% .0% 14.3% my appearance 
% within I measure my 
10.4% 1.5% .0% 9.1% body against media 
% of Total 3.1% .6% .0% .6% 
Rarely Count 16 16 1 0 
% within I worry about 
48.5% 48.5% 3.0% .0% my appearance 
% within I measure my 
33.3% 24.2% 3.4% .0% body against media 
% of Total 9.9% 9.9% .6% .0% 
Sometimes Count 23 30 17 5 
% within I worry about 
30.7% 40.0% 22.7% 6.7% my appearance 
% within I measure my 
47.9% 45.5% 58.6% 45.5% body against media 
% of Total 14.3% 18.6% 10.6% 3.1% 
Often Count 2 16 9 2 
% with in I worry about 
6.7% 53.3% 30.0% 6.7% my appearance 
% with in I measure my 
4.2% 24.2% 31.0% 18.2% body against media 
% of Total 1.2% 9.9% 5.6% 1.2% 
Very often Count 2 3 2 3 
% within I worry about 
12.5% 18.8% 12.5% 18.8% my appearance 
% with in I measure my 
4.2% 4.5% 6.9% 27.3% body against media 
% of Total 1.2% 1.9% 1.2% · 1.9% 
Total Count 48 66 29 11 
% within I worry about 
29.8% 41.0% 18.0% 6.8% my appearance 
% within I measure my 
100.0% 100.0% 100.0% 100.0% body against media 
% of Total 29.8% 41.0% 18.0% 6.8% . 
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I worry about my appearance* I measure my body against media Crosstabulation 
I measure 
Very often Total 
I worry about Never Count 0 7 
my appearance % within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 4.3% body against media 
% of Total .0% 4.3% 
Rarely Count 0 33 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 20.5% body against media 
% of Total .0% 20.5% 
Sometimes Count 0 75 
% within I worry about 
.0% 100.0% my appearance 
% within I measure my 
.0% 46.6% body against media 
% of Total .0% 46.6% 
Often Count 1 30 
% within I worry about 
3.3% 100.0% my appearance 
% within I measure my 
14.3% 18.6% body against media 
% of Total .6% 18.6% 
Very often Count 6 16 
% within I worry about 
37.5% 100.0% my appearance 
% within I measure my 
85.7% 9.9% body against media 
% of Total 3.7% 9.9% 
Total Count 7 161 
% within I worry about 
4.3% 100.0% my appearance 
% within I measure my 
100.0% 100.0% body against media 
% of Total 4.3% 100.0% 
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